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‘Ad Disadvantage’ ... 


Ruling Must Hit 


Competitors Too, 
Whitehall Asserts 


Calls FTC Ukase Unfair; 
Mentholatum, Omega Oil 
Seek Negotiated Pacts 


WASHINGTON, July 24—White- 
hall Pharmacal Co. notified the 
Federal Trade Commission today 
that it will resist demands for 
changes in advertising for its ar- 
thritis pain killers until the com- 
mission acts against competitors 
using similar claims. 

Whitehall, which has Infra-Rub 
and Heet, is one of three leading 
marketers of products applied ex- 
ternally for relief of pain from 
arthritis and rheumatism, which 
were hit by FTC complaints last 
March (AA, April 1) 

Attorneys for Whitehall say 
there are at least a dozen compa- 
nies in the field and that a cease 
and desist order against Whitehall 
would result in such a severe com- 
petitive advantage for its compet- 


itors that the company might be| 


forced out of the market. 

Whitehall’s position is not 
shared by two other companies 
faced with similar complaints. One 
of them, Mentholatum Co., Buf- 
falo, has acknowledged that it 
hopes to reach a consent settle- 
ment on advertising for Mentho- 
latum Rub. 

The other, Omega Chemical Co., 


(Continued on Page 72) 


Allstate takes 
and high cost out 


| 
. 
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DEBUT—Allstate 


Insurance Co. used Sunday newspaper supplements 
for the first time July 28 with this spread in the Chicago Tribune 
Magazine and other newspapers in the Metropolitan Group. Leo 
Burnett Co. is the agency. 


theredtape ~~) Pharmaceuticals Inc. Is Acquiring 


of auto insurance. 
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than 20% are commonplace y 
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sap omen “4 May Add Business from 


JWT, Doherty, Clifford 


New York, July 26—J. B. Wil- 
liams Co. is about to be sold to 
Pharmaceuticals Inc., maker of 
Geritol and other proprietaries, | 
and the Williams advertising ac- 
count is reported headed for Park- 
son Advertising Agency, a new 
agency being formed by the prin- 
|cipals of Edward Kletter Associ- 
lates. 

Kletter Associates currently | 
handles virtually all advertising 
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Stans May Be 
Budget Deputy 


| WasnHincton, July 25—A key 
|member of the Post Office Depart- 
|ment’s management team was re- 
| ported to be in line this week for 
}advancement into one of the gov- 
l'ernment’s most influential posts. 

While the report has not been 
| officially confirmed, it is believed 
|here that Deputy Postmaster Gen- 
eral Maurice Stans, who has had 
|responsibility for directing the 
|modernization and rehabilitation 
‘of the postal service, will soon be 
nominated for the post of deputy 
director of the Buteau of the Bud- 
get, a position which would make 
him a ranking member of the 

(Continued on Page 72) 


Biggest Business: Religion. . . 


Roberts Pays $575,000 for Chance 
to Bend Mutual's Sales Curve Upward 


Buy Includes Good Will, 

Sponsor Commitments, 

Affiliation Contracts 

New York, July 26—The net- 
work which started out 23 years 


ago to give the “Lone Ranger” a 
wider field and ended up primari- 


Sale Rumors Untrue 

Cuicaco, July 25—G. D. Crain 
Jr., president of Advertising 
Publications Inc., and publisher 
of ADVERTISING AGE, today is- 
sued the following statement: 

“Rumors published by adver- 
tising gossip sheets and some 
trade journals that ADVERTISING 
AcE is for sale are completely 
untrue. 

“Some of our key employes 
are already important stock- 
holders of our company. They 
and others in the organization 
will be given further opportuni- 
ties to purchase stock if they 
desire to do so. 

“There will be no changes in 
control or management as the 
result of stock sales to em- 
ployes.” + 


ly as a dispenser of music and 


| the heels of the departure of Earle 


jof advertising, 
AGE that a procedure will be set} 


| agencies 


Helene Curtis Assembles Suitors for 
$4,500,000 Account After Jilting Ludgin 


Cuicaco, July 26—Following on|company felt that a change in ap- 


proach and thinking for the ad- 


Ludgin & Co. as one of Helene Cur- 
tis’ agencies (AA, July 22) the 
race for the $4,500,000 chunk of 
business appears to be wide open. 
George M. Factor, vp in charge 
told ADVERTISING 


up in the next week to determine 
how the new agency will be 
selected. 

“We are interested in hiring an 
agency that will properly handle 
any business that we give it,” he 
said. He added that Ludgin’s suc- 
cessor would be chosen on the 
basis of its physical and mental 
facilities and not on its presenta- 
tion. 

Mr. Factor said that he has 
been contacted by eight or ten 
soliciting the account, 


'and that he had not turned down 


j}mer portion of the account, 


news, mixed with religion on the) 
weekends, was sold yesterday for | 


approximately $575,000 (AA, July 
22). 


Paul Roberts, the fm broadcast- | 


jer who heads the Los Angeles 


|group which bought the Mutual | 


| Broadcasting System from RKO 
Teleradio Pictures, will take over 
as president on Aug. 7. 

As expected, MBS’ new exec vp 
will be Bert J. Hauser, a key fig- 
ure in the protracted negotiations 
between Mr. Roberts and Thomas 
J. O’Neil, chairman of Mutual and 


|head of its parent company, RKO. | 


FTC Hits Helene Curtis on Enden Shampoo Ads 


|Mr. Hauser was a vp of Mutual 
| for nine years, part of which came 
| within the O'Neil regime at the 
|network. Another former Mutual 
|vp, A. A. Schechter, who now has 


the requests of any agencies to be) 


considered. Gordon Best Co. and 
Edward H. Weiss & Co., which 
share the rest of the company’s 
business—probably some $5,500,- 
000—have indicated a strong in- 
terest in acquiring Ludgin’s for- 
he 
said. 


vertising of certain HC brands ap- 
peared to be a wise move. He 
stressed that the parting was an 
amicable one, and he described 
the Ludgin company as an “agen- 
| cy of integrity.” 

Although Mr. Factor declined to | 
mame aé_ée severance date, AA 
learned that Ludgin’s billings will 
stop around Oct. i. Whether all 
products handled by Ludgin will 

(Continued on Page 69) 


_ J.B. Williams; Revamps Agency Setup 


for Pharmaceuticals Inc—worth 
some $10,000,000—and little else. 
Edward Kletter will be president 
of Parkson. Franklin Bruck will 
be exec vp and chairman of the 
plans board, and Florence Shapin 
will be secretary-treasurer. Ad- 
vertising for all Pharmaceuticals 
Inc. products will shift to Park- 
son, except for cooperative adver- 
tising, remaining at Kletter. The 
status of Canadian advertising for 


|Serutan, now at Street & Finney, 


has not been decided. 


8s The Williams Co. account is 
currently divided between J. Wal- 
ter Thompson Co, (Williams shav- 
ing preparations, Skol, Krem] hair 
tonic), and Doherty, Clifford, 
Steers & Shenfield (Conti prod- 
ucts). Monroe F. Dreher Inc. is the 
agency of record for Krem] sham- 
poo, but this account has been in- 
active for several years. Thomp- 
son’s share is reported to be 
around $1,500,000 domestically and 
another $800,000 in international 
advertising. The latter portion is 


|not expected to leave the agency. 


If the purchase is approved by 
Williams stockholders, the 117- 
year-old Glastonbury, Conn., com- 
pany will be operated as a wholly- 
owned subsidiary of Pharmaceuti- 

(Continued on Page 73) 


| House Unit Hears Conflicting Stories .. . 


! 
| 


U.S. ‘Had to Act’ on Cigarets, Says 


| 
| 
Blatnik Committee to 


Probe False Ticketing, 
Reducer, Tranquilizer Ads 
WASHINGTON, July 26—Congres- 


sional investigators who have been 
blasting away at filter tip cigarets 


during the past two weeks got no 
® As for reasons for dismissing|encouragement today from the 
Ludgin, Mr. Factor had little to| Federal Trade Commission. 
say. He said in effect that the A commission spokesman told 


Last Minute News Flashes 


_Ac’cent Appoints Needham, Louis & Brorby 


Cuicaco, July 26—The Ac’cent division of Internationa] Minerals & 
Chemical Corp., Chicago, has named Needham, Louis & Brorby to han- 
dle advertising of Ac’cent, a flavor-enhancing product. The account, 
which has been handled by Batten, Barton, Durstine & Osborn since 


1950, covers Ac’cent’s retail, institutional and food processing markets. | 


WASHINGTON, July 26—The Federal Trade Commission reportedly 
will file its second complaint against tv ads for shampoos Monday, The 
complaint, against Helene Curtis Industries, Chicago, attacks a tv 
claim that Enden shampoo will “end itching, flaking and scaling.” 


|his own public relations company, | Last week the FTC issued a complaint against Lanolin Plus Inc., Chi- 


be served as a consultant to Mr. 
|Roberts during his talks with Mr. 
|O’Neil and is expected to continue 
|as pr consultant to the new man- 
| agement group. 


le Following the signing of the 
contract, which came after a fine- 
tooth combing of the network’s 
jcontracts with approximately 411 


(Continued on Page 73) 


cago, on commercials for Lanolin Plus shampoo (AA, July 22). 


K&E Will Handle Edsel Radio and TV Spot Drive 


DEARBORN, July 26—Kenyon & Eckhardt, New York, will place more 
than $1,000,000 worth of radio and tv “teaser” spots for the new Edsel, 
starting in mid-August and running until the day Edsel is unveiled. 
The drive is being handled by K&E, instead of Foote, Cone & Belding, 
Edsel’s agency, because the campaign is designed to identify the Edsel 
as the new member of the Ford family. K&E handles Ford Motor Co. 
institutional advertising. 

(Additional News Flashes on Page 73) 


Burney; ‘Generally Satisfied’: FTC 


,the subcommittee the FTC is gen- 
‘erally satisfied with the behavior 
|of the tobacco industry, since the 
‘adoption of industry-wide adver- 
| tising standards two years ago, al- 
though some tightening of these 
standards may be necessary in 
view of recent warnings by the 
U. S. Public Health Service that 
excessive smoking may be one of 
the causes of cancer. 


|@ With the appearance of Federal 
|Trade Commissioner Robert T. 
Secrest, the subcommittee, under 
Rep. John Blatnik (D., Minn.), 
|focused on what was supposed to 
|be its No. 1 target: the effective- 
ness of government agencies in 
dealing with controversial adver- 
|tising claims. 

While the subcommittee even- 
tually will move on to other prod- 
ucts, sessions during the past two 
weeks have been exclusively on 
cigarets, with Rep. Blatnik ham- 
|mering away. at the fact that to- 
day’s filter cigarets apparently are 
|far less safe than smokers—who 
pay an extra $500,000 daily to get 
| them—think they are. 


|}@ Commissioner Secrest told the 
|subcommittee that the commis- 
sion is currently planning a con- 
sumer survey to determine how 
the public interprets claims for 
filter tip cigarets. He estimated 


‘about nine months will be re- 
(Continued on Page 69) 
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‘Actively Unsatisfied’ .. . 


General Foods 
Ad Investment: 
$77,700,000 in ‘57 


Mortimer Sees Zooming 
Sales of Convenience 
Items; Dwindling Outlets 


New York, July 24—General 
Foods Corp. in fiscal 1957 (ended 
March 31) spent $77,700,000 for 
advertising of all kinds, compared 
with $75,200,000 in fiscal ’56. 

This figure was released here 
today by Charles G. Mortimer, GF 
president, at the annual meeting of 
stockholders. It is the second 
smallest increase in advertising 
expenditures reported by GF in 
any of the past several years. Last 
year’s $75,000,000 was $13,000,000 
more than the $62,000,000 reported 
for both fiscal ’55 and ’54 and $21,- 
000,000 more than GF spent in 
fiscal °53, when it reported $54,- 
000,000 for advertising. 

Mr. Mortimer also disclosed the 
company’s plans to market a line 
of specialty foods under the name 
General Foods Gourmet Foods. 
The new line will be distributed 
in a limited way this fall through 
department and specialty stores 
which cater to the market for un- 
usual imported and domestic foods. 

The announcement ad for the 

(Continued on Page 74) 


Wine Board to 
Invest $980,000 
in 1957-58 Ads 


SAN Francisco, July 24—Nearly 
$1,000,000 has been allocated by the 
Wine Advisory Board here for ad- 
vertising and sales promotion of 
California wines, on an industry 
basis, during 1957-58. 

The fund will be spent on a 
nationwide basis through various 
media to stimulate retail wine 
sales. It will augment the brand 
advertising of individual bottlers 
and wineries. 

Although specific schedules for 
the first six months of 1958 are not 
yet set, the July-December, 1957, 
campaign calls for placement in 
national consumer magazines, 
newspapers, trade publications, 
medical journals and tv and radio. 

A portion of the $490,000 ear- 
marked for the half year will be 
spent on new and colorful store 
banners, counter cards, leaflets 
and other point of purchase mate- 
rial. 

The seven consumer magazines 
to be used in the remainder of this 
year are Cosmopolitan, Gourmet, 
Life, McCall’s, The New Yorker, 
Redbook and Sunset Magazine. 


s All of the advertising will be | 
placed by Roy S. Durstine Inc., San | 
Francisco, agency for the Wine | 
Advisory Board. 

Much of the promotional ood 
of California wines as the “ideal 
all-purpose, all-year beverage” | 
will take place just prior to and 
during National Wine Week, which | 
this year will be observed Oct. 12- 
19. 

Emphasis on wine sales during 
October will give added impetus 
to year end merchandising, inas- 
much as National Wine Week 
starts at the threshold of the big 
holiday and entertainment season, 
when bottle and case sales of wine 
reach a peak. 

In addition to the $980,000 for 
advertising and merchandising 
materials, increased emphasis will 


> » » REMARKABLE NEW 


LIGHT ENERGY—Bell & Howell’s new camera, which uses the energy 
from light or sunlight directly to supply power to adjust the lens 
opening automatically, will bow in 20 markets Aug. 4 and 11 with 
newspaper spreads like this. Initial advertising for the revolutionary 
new camera will run about $400,000. McCann-Erickson is the agency. 


ELECTRIC EYE MOVIE CAMERA 


Uses the energy of light to set its own lens— 
you get perfect exposures without even thinking 


Finer products throws! imamosons > Bell s Howell 


Making Ad Film, Adman Kuplerski Rubs 
Shoulders with a Model—a Charging Rhino 


New York, July 24—Ed Kupler- 
ski is an agency man who hunts 
animals, not accounts. 

The 29-year-old director of tv 
and film production for Remsen 
Advertising, New Haven, was in 
New York yesterday fitting out for 
his third one-man safari to Africa, 

He leaves early in August by 
plane for Kenya, where he will 
hunt and shoot color films of 
rhinos, elephants, lions and other 
big game. This safari, like the one 
last year, is for the benefit of the 
Lyman Gun Sight Corp., a Rem- 
sen client. 

Last year, the slight agency man 
made a 25-minute color film for 
Lyman that’s been shown on tv and 
to hunt clubs and other organiza- 
tions. The tv version is edited to 
eliminate some gory details. Mod- 
ern Talking Pictures, New York, 
handles distribution of the film, 
which is titled “Sights on Africa.” 


s Mr. Kuplerski, a native of Mil- 
waukee, who always has been in- 
terested in the outdoors, movies 
and hunting, makes all his films 
alone. For many sequences, in 
which he appears as the hunter, he 
has his camera set up on a tripod. 

Mr. Kuplerski’s one-man opera- 
tion means he shoots maybe 15,000’ 
of color film to get 1,300’ in a fin- 
ished short. Tracking an elephant 
might mean spending two weeks 
on a sequence lasting, at most, ten 
minutes on the screen. 

Ed has had some close calls. One 
sequence in “Sights on Africa” 
shows a long-horn rhino charging 
right at the camera, which Ed was 
operating by hand at the time. 
“That rhino came right down on 
me, but he didn’t make a direct 


ae | 
giao 


be placed on industry public rela- 


tions and wine education. + | 


hit. He brushed me with his left 
shoulder and knocked me flat. 
There’s no telling why he didn’t 
turn around and run over me 
again.” 

When Ed goes on safari, he 
travels light. “That’s for economy’s 
sake.” Guns and cameras, shells 
and film make up most of his load, 
His luxuries include a canteen of 
water, a tin of powdered coffee 
and one of powdered milk, a knife, 
extra socks, a shirt, cigarets and 
a tin for boiling water. The whole 

(Continued on Page 57) 


Agency’s Trending 
Toward O-Ending 


New York, July 24—Was it just 
perversity that led B. T. Babbitt 
Co. to award advertising for all its 
products to Donahue & Coe—ex- 
cept Glim, which went to Doyle 
Dane Bernbach Inc.? 

No; it was fate. It’s the agency’s 
fate to attract products whose 
names end—like the agency’s 
own—in “o.” 

Thus Babbitt’s Bab-O, Am-O 
and Cameo did go to Donahue & 
Coe. But Glim—? Well, it just 
wasn’t named Glim-O. 

Also in the shop at Donahue & 
Coe: Bosco (syrup), Kasco (dog 
food), Presto (appliances), Ruffino 
(wine), Scripto (pencils), Zino 
(corn pads) and Cameo—what, 
another Cameo?—stockings. (Bab- 


bitt’s Cameo is a copper cleaner.) 
If things keep going the way they 
have been, the agency may have 
to change its name to O’Donahue | 
& O. 
But not Donahue & Co. # 


INTRACTABLE MODEL—Mr. Kuplerski sometimes finds peril in film 
making. 


Advertising Age, July 2), 1957 


Bedell Sees Australian, Japanese 
Advertising Following U.S. Example 


Believes Copy Often 
Works Harder in These 
Countries than in U. S. 


Park Ripce, ILu., July 24—Aus- 
tralian business and advertising is 
tending more and more to follow 
the American and Canadian, rath- 
er than the English pattern of de- 
velopment and growth, and the 


International Shoe 
Controlled Outlets 
Via Credit, Says FTC 


WaAsHINGTON, July 23—The Fed- 
eral Trade Commission claimed to- 
day that International Shoe Co. 
illegally provides management as- 
sistance and financial help to re- 
tailers in exchange for exclusive 
dealing agreements. 

The commission said loans were 
made through a subsidiary, Shoen- 
terprise Corp., to nearly 400 re- 
tailers. One of the conditions of 
the loans, FTC complained, was 
that the stores could not carry 
competing lines without getting 
permission from International. 

FTC also objected to operations 
of International’s merchants serv- 
ice department. The commission 
said this department furnishes su- 
pervisory and special services to 
retailers under a restrictive agree- 
ment similar to that obtained by 
Shoenterprise Corp. from dealers 
who operate under its loans. 


® The complaint said Internation- 
al’s worldwide operations are car- 
ried out through approximately 17 
wholesalers, 32,406 independent 
retailers, 207 chain customers and 
21 retail outlets in which it has an 
interest. Its sales were $262,413,- 
803 in 1955, “mostly to family-type 
stores in towns of less than 
10,000.” 

The commission said stores op- 
erating with loans from Shoenter- 
prise Corp. borrowed a total of 
$5,346,719 on 6% 10-year notes. 
International’s sales to these stores 
amounted to $15,700,000. FTC said 
the exclusive dealing provisions 
tend “to further International’s 
already dominant position in the 
industry and tend to create a 
monopoly.” # 


Timken Sets Heavy 
Foreign Drive for 


Bearings, Rock Bits 


Canton, O., July 23—Timken 
Roller Bearing Co. is using eight 
export publications and the 26 for- 
eign editions of the Reader’s Digest 
this year in a worldwide campaign 
for its roller bearings and remov- 
able rock bits. 

Timken, one of the largest ad- 
vertisers in the export field, will 
also be running schedules in 95 
local publications—both magazines 
and newspapers—in Austria, Bel- 
gium, Brazil, Cuba, France, Ger- 
many, India, Italy, Mexico, Nether- 
lands, Portugal, South Africa, 
Spain, Switzerland and Turkey. 


s On the media list, most of them 
on a monthly basis, are the follow- 
ing export books: American Auto- 
mobile and El Automovil Ameri- 


cano; American Exporter and El 


Exportador Americano; Guia; In- 


genieria Internacional Construc- 


Japanese, struggling to redevelop 
a dynamic economy, are learning 
medern selling advertising tech- 
niques rapidly. 

These are the conclusions of 
Clyde Bedell, advertising consult- 
ant and ADVERTISING AGE colum- 
nist (“Looking At the Retail Ads’). 
After two trips around the world 
in connection with accounts in 
Australia, Mr. Bedell recently re- 
turned from a third visit there by 
completing a circle of the Pacific 
and remaining for some time in 
Japan. 

With Mrs. Bedell he visited Ha- 
waii, the Fijis, Singapore and Hong 
Kong, as well as Japan and Aus- 
tralia. 


® The Australian economy is pro- 
gressing well, Mr. Bedell reported. 
So long as wool prices are good, 
there is a lot of money to keep 
(Continued on Page 28) 


California Cling 
Peach Board Sets 
Multiple Tie-in Push 


San Francisco, July 23—The 
California Cling Peach Advisory 
Board will break its “biggest fall 
push ever” on Oct. 15 with a cam- 
paign built around the Western 
Ranch Dinner, with, as co-spon- 
sors, the National Broiler Council, 
Pet Milk and Pillsbury Mills (for 
Ballard Oven Ready biscuits). 

From Nov. 20 to Jan. 1 Califor- 
nia fruit cocktail and commercial 
eggnog will be heavily advertised 
as the “bright new idea” for holi- 
day pies, tarts and puddings. 

This campaign will be sponsored 
by the Cling Peach Advisory 
Board, American Dairy Assn., 
Knox gelatin and Kaiser Alumi- 
num, all tied together with a joint 
campaign in top women’s service 
and shelter magazines, Life, store- 
distributed magazines, Sunday 
supplements and tv shows. 

The annual cling peach mid- 
winter promotion will have the 
board and General Mills as spon- 
sors of the campaign, to run from 
Jan. 20 to March 1, with advertis- 
ing in women’s magazines, Sunday 
supplements, weekly magazines, 
radio and tv. 


@ The Western Ranch Dinner pro- 
motion will, use Sunday and daily 
newspapers in 116 markets; “Grand 
Ole Opry” on radio and tv net- 
works; the Red Skelton show and 
Edge of Night on CBS-TV. 

Magazines to be used for full 
color spreads with Pet Milk in- 
clude Life, Oct. 7; and Everywom- 
an’s Magazine, Family Circle, 
Western Family and Woman’s Day 
in October. 

Pet Milk will also be the theme 
on “Grand Ole Opry” (radio) Nov. 
1; Skelton, Oct. 15-Oct. 29; and 
Edge of Night, Oct. 23. 

The Ballard Oven Ready Biscuit 
full color ads will appear in No- 
vember issues of Better Homes & 


|Gardens and Ladies’ Home Jour- 
jnal. “Grand Ole Opry” southern 


tv network will feature the biscuits 
and peaches in the weeks of Oct. 
12 and Oct. 27. 

The Cling Peach Advisory Board 
magazine ads will be color pages. 


|Sunday supplements will be 7/10 
| pages in color; r.o.p. newspapers, 
| 700 lines, b&w. 


The board will use October is- 


jsues of American Home and Mc- 
Call’s; Parade the week of Oct. 27; 
| This Week Magazine, Oct. 20, and 


cion; Ingenieria Internacional In-| the Chicago Tribune, New York 
dustria; and Management Digest. |News and Philadelphia Inquirer 


In Europe, the Paris edition of the week of Oct. 20. Daily news- 
the New York Herald Tribune is papers will be used Oct. 31 to Nov. 


(Continued on Page 71) 


1 in 19 markets. # 
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Advertising Age, July 29, 1957 


99% of New Tires 
Use Rayon Cord, 
Say Avisco Ads 


PHILADELPHIA, July 23—Ameri- 
can Viscose. Corp., which has 
about one-fourth of the rayon 
tire cord market, has launched an 
advertising, publicity and promo- 
tional campaign to dramatize the 
advantages of its Avisco Super 
rayon. 

Consumer advertising started 
July 20 with the first of a series 
of page ads in The Saturday Eve- 


ning Post. Eight trade publica- 
tions going to fleet owners and 
tire dealers are being used. Ads 
point out that nine out of every 
ten tires on the road are rayon 
cord tires, and that more than 99% 
of 1957 model cars are equipped 
with rayon cord tires. 

Among advantages cited are (1) 
rayon withstands heat better than 
any other tire cord at running 
temperatures; (2) flexibility of 
rayon avoids hard or soft spots 
in tires, thus providing a better 
ride and (3) rayon cord adds up to 
more safety, comfort and economy. 


8 In addition to ads, Avisco is 
sponsoring events to dramatize and 
add glamor to Avisco tire rayon. 
One project is an arrangement 
with Adrian (“Ace”) Williams, ex- 
plorer, to use rayon cord tires on 
an African safari. Another is a 
tie-in with the Tournament of 
Thrills, auto stunt show. 

Other projects involve demon- 
strations of the performance of 
rayon cord tires on distance and 
economy runs by auto fleets and 
in speed events. Material devel- 
oped through these projects is be- 
ing released in publicity stories, 
booklets and mailings and will be 
used in ads. 

N. W. Ayer & Son is the 
agency. # 


New TPA Department 
Produces Shows to Order 
Television Programs of Amer- 
ica, New York, has set up a pro- 
duce-to-order department to cre- 


ate new shows for tv distribution. | 
Bruce Eells, West Coast division | 


vp, will head the department. 
This move was made after TPA 


decided to produce future pilot | 


films for new series only after ex- 
tensive consultation with adver- 


tisers, agencies, networks and sta-| 
tions to determine their program-| 
ming needs. Another preliminary 


to the expensive process of film- 
ing a pilot will be greatly intensi- 
fied audience reaction studies, 
Milton A. Gordon, TPA president, 
said. 


Bubeck Joins Screen Gems 

Harry Bubeck, for the last three 
years program manager of Leo 
Burnett Co., Chicago, has joined 
the Chicago sales staff of Screen 
Gems, tv film distributor. 


McGraw-Hill Reader 
Feedback Service Is 
Available to Others 


New York, July 24—McGraw- 
Hill Publishing Co. is getting into 
the readership business with a ser- 
vice called Reader Feedback. 

This consists of interviews which 
provide more information for ad- 
vertisers, publishers, and agencies 
than is customary in Starch and 
Readex reports. 

Currently, the McGraw-Hill 
service is being used by five of 
its own publications—American 
Machinist, Chemical Week, En- 
gineering News-Record, Factory 
Management & Maintenance and 
Textile World. One outside publi- 
cation, Rock Products, a Maclean- 
Hunter publication published in 
Chicago, will start using the ser- 
vice in October. Other McGraw- 
Hill papers also are expected to 
use the service this fall. 

John C. Spurr, McGraw-Hill 
director of research, who is in 
charge of Reader Feedback, told 
ADVERTISING AGE that the service 
is the product of several years 
testing by the McGraw-Hill re- 
search department. 


s “For the past 15 years,” he said, 
“field surveys have been made 
regularly on the editorial content 
of the magazines, and occasionally 
work has been done to measure 
the relative levels of advertise- 
ments as well. 

“A major asset of McGraw-Hill 
research,” Mr. Spurr said, “is the 
fact that business and industry are 
familiar with its reputation and 
are sympathetic with its aims of 


(Continued on Page 74) 


ORANGE BREAK—Col. H. \ Kirkman (left), director of the Florida 


highway patrol, and Frank D. 


Arn, director of advertising and 


merchandising for the Florida Citrus Commission, try on for size a 
new state auto safety bumper strip which also promotes Florida 
oranges. The patrol junked a similar strip calling for a coffee break 


after strong protests 


Florida Bumper Battle 


from the home front. 


Blazes; Coffee Men 


Protest Sign Bumping by Orange Juice Force 


LAKELAND, FLA., July 23—The 
Florida Citrus Commission may 
have won the first round of its 
battle to substitute an orange juice 
break for the traditional coffee 
break, but the java purveyors 
aren’t giving up the battle just yet. 

The issue was touched off over 
the Fourth of July holiday (AA, 
July 15), when the Florida state 
highway patrol was induced to stop 
motorists and give them bumper 
strips with a small-letters “safety” 
message that was completely over- 
shadowed by the admonition to 


Breast O’Chicken 
Shifts Purr to Robinson 
from Barnes Chase Co. 


San Dreco, July 23—Breast O’ 
Chicken Tuna, marketing affiliate 
of Westgate-California Tuna Pack- 
ing Co., both confirmed and con- 
founded the dopesters in switching 
its $1,000,000 account to Guild, 
Bascom & Bonfigli, San Francisco 
(AA, July 22). 

In May, when James B. Lane re- 
signed as president of Westgate- 
California and Breast O’ Chicken 
to become president of Barnes 
Chase Co., San Diego agency, there 
was speculation (1) that the tuna 
account might leave Foote, Cone 
& Belding and (2) that it might 
accompany Mr. Lane to Barnes 
Chase, which launched the brand 
20 years ago (AA, May 27). 

Harold Requa, advertising man- 
ager for the tuna packer, said 
Breast O’ Chicken brand will be 


| 
| 
| 
| 


CLINTON HENTRICH, formerly mer- 
chandising director of the Ameri- 


| 


can Dairy Assn., has joined the 

Chicago office of Cunningham & 

Walsh as account executive on the 
Beatrice Foods Co. account. 


Agency's Stress on Foods Influenced 
Tuna Packer's Choice of Guild, Bascom 


switched from FC&B, which has 
had it five years, effective Sept. 1. 


Mr. Requa, who had said there! 


was no immediate plan for chang- 
ing agencies, said yesterday, in 
response to a question, that the 
appointment of GB&B was “an 
ownership decision.” 


® The tuna packing company is 
owned by an investment group! 


headed by C. Arnholt Smith, pres- 
ident of the U.S. National Bank. 
The Smith group also owns Na- 
tional Steel & Shipbuilding, as 
well as U. S. National, Southern 
California banking chain, and the 
Padres, San Diego’s Pacific Coast 
League baseball club. 


Mr. Requa also announced that 
Purr pet food, marketed regionally, 
was being taken out of the Barnes 
Chase shop and awarded to Elwood 


J. Robinson Co., Los Angeles. 
Robinson initiated the 


ago. 


= The Westgate official said it was 
transferred to Barnes Chase about 
two years ago. “Now, I believe the 
feeling is,” he said, “that a market- 
ing expansion is being considered, 
and the people who launched the 
brand should work on the expan- 


sion.” 


Purr has been marketed princi- 


(Continued on Page 57) 


Bunker Named Publisher 
of ‘Ottumwa Courier’ 


C. Lloyd Bunker, publisher of | the 
the Journal, Muscatine, Ia., for 14 
years, has been named publisher 


Purr 
brand for Westgate several years 


“Stop for a coffee break.” 

Florida citrus men hastened to 
Tallahassee and arranged for sub- 
stitution of a bumper strip which 
reads: “Never drive when tired— 
Stop—Refresh with orange juice.” 


s Now Florida newspaper editors 
are receiving from the steaming 
typewriters of the Pan-American 
Coffee Bureau a timely and point- 
ed release which unsubtly cites 
figures to show that the Latin 
American coffee producing coun- 
tries “buy more than $13,000,000 
worth of Florida farm and indus- 
trial products annually.” 

In an accompanying “note to the 
editor,” the release states that “in 
view of the current discussion in 
Florida concerning coffee drinking 
and the coffee break, we believe 
that this information is timely.” 

Said one Florida columnist: 

“Obviously, to be fair about this 
thing, we Floridians must keep on 
drinking thousands and thousands 
of gallons of coffee every day, 
along with our orange juice. We 
want to be good neighbors. But, 
say, wonder how much of our 
orange juice the Latin Americans 
drink every day?” + 


Food Chains Hit 
Record $19.5 Billion 
Sales, Says Report 


New York, July 23—‘“Last year 
the food chains registered the big- 
gest sales gain since 1953, both 
in net dollars and as a percentage 
gain over the preceding year,” 
Chain Store Age says in its cur- 
rent grocery executives edition. 

“The familiar pattern of pass- 
ing all earlier sales marks was 
accomplished when an extra $1.5 
billion pushed the national total 
to a high of $19.5 billion in sales,” 
the publication says. 


and more expensive items, rather 
than price increase, were the 
causes. Government indices show 


1955.” 

Reasons listed as accounting for 
increase include population 
shifts—the war babies of the 
1940s have become heavy-eating 


of the Courier, Ottumwa, Ia. He | teen agers, and older people are 


succeeds the late John Huston, 


who died July 9 (AA, July 22). 


Mr. Bunker joined the Musca- 


tine Journal in 1933 as circulation | : “s 
manager. He was named ad man- | the food chains yearly. 
factor cited is that customers are 
i 


ager in 1937, and business 
ager in 1943. 


man- 


| living longer. In addition, it is 
pointed out, new products are be- 


\ing introduced. Estimates are that 


j (Continued on Page 53) 


| 
| 


Houbigant Sets 
Color TV Debut 
for 3 Perfumes 


Conway Floral Setups 
to Be Featured; Print 
Ads Push Pressure Pack 


New York, July 24—Houbigant 
Sales Corp. has scheduled a 13- 
week color tv series on flower 
arranging to promote its three 
fragrance lines next spring. The 
series of 15-minute programs will 
be carried once a week in about 
40 markets. 

The venture, according to Houbi- 
gant, is (1) the first major tv effort 
for the company, (2) one of the 
first tv series to be filmed in color 
and (3) the most ambitious pro- 
gram to date in the toiletries and 
perfume field. 

A. Burke Crotty, exec producer 
at Ellington & Co., Houbigant’s 
agency, will go to Hollywood in 
August to film the series at Metro- 
Goldwyn-Mayer’s new tv film di- 
vision. 

Called “Arrangements in flow- 
ers,” the series will star J. Gregory 
Conway, “master of floral arts,” 
who toured the country last year 
giving flower-arrangement de- 
monstrations for Houbigant. Free 
tickets to these lectures were fea- 
tured in flower booklets attached 
to all Quelque Fleurs fragrance 
bottles. 


® In the new tv series, each pro- 
gram will feature one well-known 
garden flower and show various 
ways to arrange it—alone and in 
combination with other flowers. A 
68-page booklet describing all the 
arrangements demonstrated in the 
series will be offered as a self- 
liquidating premium. 

The two commercials on each 
program will be straight product 
pitches for the company’s three 
fragrances, Quelque Fleurs, Chan- 
tilly and Flatterie. 

This tv campaign will augment 

(Continued on Page 71) 


HOUBIGANT 


perfrimers since 1775 


“Broken down on a store basis,” | 
the report says, “the gain was | 
more than $1,140 per store per | 
week. More tonnage, more items | 


that food prices remained at just) 
about the same level in 1956 as in| 


pioneers 
a new way 
| te heep 
fine perfumes 
safe against 
evaporation or change 
| in the 
_HERMETIQUE ATOMIZER 


with 1,000 measured sprays 


available only with 


CHANTILLY 


the most feminine perfume 


FLATTERIE 


the essence of fashion 


| PRESSURIZED—Houbigant Sales Corp. 
| will run this bew page in the Oct. 
(15 issues of Harper's Bazaar and 


6,000 new items are being offered | Vogue to introduce its Hermetique 
Another | atomizer, the first perfume under 


ee. Ellington & Co., New 


York, is the agency. 
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Postal Officials May 
Delay Deadline for 
Bulk Mail Sorting 


WASHINGTON, July 25—Postal of- 
ficials are expected to announce 
soon a new timetable for putting 
sort-it-yourself rules for bulk sec- 
ond and third class mailers into 
effect. 

During the past three weeks top 
officials have received written and 
oral comments from mailers who 
say the Oct. 1 deadline proposed 
in the initial order issued late last 
month for carrier zone sorts by 
permit holders is unworkable. 

In meetings with a committee 
representing bulk third class mail- 
ers and again this week with a 
committee representing the Mag- 
azine Publishers Assn., postal offi- 
cials have indicated some post- 
ponement of the order would be 
considered, but there are no signs 
that the department intends to 
withdraw the order, 


Officials point out that the de- 
partment is under instructions 


‘from the House appropriations 
‘committee to require permit hold- 


ers to absorb more of the sorting 
expense involved in handling bulk 
shipments. Postmaster General 
Arthur Summerfield is described 
as firmly convinced that the re- 
quirement for zone sorts is not un- 
reasonable. 


= While the department is expect- 
ed to put the order into effect in 
the near future, comments from 
mail users are likely to induce it 
to set up a policy on the handling 
of appeals from individual mailers 
who need more time for revising 
their address lists. 

Meanwhile, the Senate post of- 
fice committee is reported ready 
to hold hearings for mailers who 
object to the zone sorting order. 
Sen. Olin Johnston (D., S.C.), the 
committee chairman, has indicated 
he feels the department has been 
premature in adopting the zone 
sorting requirement without fully 


exploring the problems that are 
involved. + 


FCC Okays Application for 
Third Pittsburgh TV Outlet 

Pittsburgh will soon get its 
third commercial tv station. The 
Federal Communications Commis- 
sion has approved the application 
of a corporation owned jointly by 
Allegheny Broadcasting Corp. and 
Hearst Newspapers. The corpora- 
tion is Television City Inc., Mc- 
Keesport, Pa., formed last week 
by the companies, which had been 
two of five rival applicants for 
the channel. 

Under an agreement, the three 
unsuccessful applicants are to re- 
ceive $50,000 each, as partial reim- 
bursement for expenses incurred 
during the lengthy litigation over 
the channel, Since Allegheny and 
Hearst each own a radio station, 
the new licensee will dispose of 
the Allegheny station, KQV, and 
will retain the Hearst station, 
WACE. 


MAY 10... 


WLY1.... 


JULY 15... 
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speaking of news 


The LIMA CHIZEN 


is making newspaper history! 


Incorporated 


Local citizens incorporate new daily evening 
and Sunday newspaper to serve the needs of 
Lima, Ohio. 


First Issue 


64-page paper comes out with apology to those 
local merchants whose advertising was omitted 
for lack of space. 


TIME Magazine Reports 


On page 71 that LIMA CITIZEN has support of 
entire community . . . “thousands cheered” 


new local paper with experienced local staff. 


FIRST in circulation! r 


FIRST in local advertising! 


More local retail lineage than second Lima 
paper. 


Averaging 30% more classified advertising 
than second Lima paper. 


* 24,447 sworn paid circulation in market area of . . . 


Lima, Ohio 


Lima Citizen Publishing Company 
Represented by: Shannon & Associates, Inc., Chicago, New York, Cleveland, Detroit, 


Atlanta, San Francisco, Hollywood 


Advertising Age, July 29, 1957 


Highlights of This Week's Issue 


Wine Advisory Board will invest $980,000 
in advertising for "57-58 


Agency Man Kuplerski hunts wild ani- 
mals, not accounts, in role of ad film 
maker .... 


General Foods spent ter 700,000 in adver- 
tising in fiscal 1957 . Page 2 


California Cling Peach Board's “biggest 
ever” fall drive will be built around 
theme of Western Ranch Dinner .... 


Timken Roller Bearing launches ‘“‘world- 
wide” campaign for bearings, remov- 
PO |, Ee ae age 2? 


International Shoe gives illegal aid to re- 
tailer for exclusive _— bere p 
FTC says . penceaseaenenemadpeat Page 2 


Australian business, advertising tending 
to follow U. S., Canada patterns instead 
of English pattern, Bedell says ....Page 2 


Donahue & Coe finds it is attracting ac- 
counts ending in O, like Bab-O ...Page 2 


McGraw-Hill offers Reader Feedback serv- 
ice to advertisers, publishers, agen- 
cies 


Breast O’Chicken tuna account went to 
Guild, Bascom because of agency's 
stress on foods 


Houbigant will launch three perfumes 
with tv series filmed in color ...... Page 3 


Coffee men protest bumping of bumper 
signs by Florida citrus group ...Page 3 


Rayon cord is used by 99% of new tires, 
American Viscose Corp. says ........Page 3 


Food chains had biggest sales gain in 
1956 since 1953, report says Page 3 


Purchasing Week, new McGraw-Hill tab- 
loid, to bow Jan. 6. Purchasing and Pur- 
chasing News will publish every other | 
week ....... ..Pages 8, 18 


Auto makers should adopt “psychological 
engineering” to keep | car sales, Dr. 
Ernest Dichter says ........... ..Page 22) 


Los Angeles 


home builder finds brand 


names help boost house sales ...Page 24 


ABC-TV’s commitments to build strong 
programming helped AB-PT sales de- 
cline, Goldenson says Page 24 


Canadian tv set ads stress styling, 110- 
CK Ee ee Page 24 


Technicolor sets drive for color film proc- 
essing for amateur photographers Page 30 


Candy industry could boost profits with 
10¢ candy bar, candy makers told Page 34 


Ad Council got $149,000,000 in time, space 
BD TD tetentinderesncnnenecrcnnsnnntmeninsinngn Page 36 
Lack of coordinated marketing responsible 
for product failures, Edison’s Oliver 
Ee Page 4 


Westinghouse will sell space on its fm 
stations separately from am 


ka Page 50 


Creative Man finds Merrill Lynch ad 
about worker who takes work home 
shows strange turn of American 
mind 


Foreign car makers rev up ad drive to get 
larger share of U. S. market, set budg- 


ets totaling $5,000,000 in 19957 ........ Page 68 
REGULAR FEATURES 
Advertising Market Place 22.0.0... 70 


Coming Conventions ............... 
Creative Man's Corner ... 
Dept. Store Sales ... 

Drawthinks . 
Editorials ............. 
Farm Magazine 
Getting Personal . 
Looking at Radio & TV 
Looking at Retail Ads 


Obituaries ........ SdedipanbocttapenannpibessnsittenneD 
On the Merchandising Lf. | nn | 
Photographic Review seenseenreenetiiaial MM 
mene Proofs — mm | | 
Salesense in Advertising inatsttivnnadensibieiienel 61 
| This Week in Washingtor ................ ae 
Voice of the Advertiser 0... 64 
What They're Sayh0g .....cccccccceccccrcsscerseseree 


Transtilm Names Bibas 
Frank P. Bibas, formerly head 


pointed producer-account execu- 
tive of Transfilm, New York tv 


of the motion picture department|commercials and industrial film 


at McCann-Erickson, has been ap- 


producer. 


“This is the size we use in the 
Growin wing Greensboro Market!" 


Sales Management Figures 
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« GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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You can really clean-up saleswise in the Greensboro 12-county ABC 
Retail Trading Area by using the Greensboro News and Record. 
This rich, diversified market accounts for one-fifth of North Caro- 
lina’s $3 billion annual retail sales. Get giant economy-size cover- 
age with over 100,000 circulation daily—over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
Market and selling influence in over half of North Carolina! 
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Fastest Growin g 


The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 


greater advertising gains (retail, general, total) than the two 
evening papers. 


For modern marketing in America’s Motor Empire the advertiser’s 
BASIC BUY is the friendly Free Press! 


The Detroit Free Press 


461,167 darcy, up 15,432 froma year ago/ 507,128 sunpay,up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 
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This Week in Washington ... 


P.0. Fights Rate Hike—by Railroads 


By Stanley E. Cohen 
Washington Editor 


Wasuincton, July 25—Postal 
officials, who usually are busy ex- 
plaining why mail users should | 
pay higher postage rates, demon- | 
strated the other day that they 
can be equally effective in arguing 
the other side of a rate case. 

Over at the Interstate Com- 
merce Commission, eastern rail- 
roads have been pressing for a 
64% hike in the rate for hauling 
mail. But Assistant Postmaster 
General E. George Siedle has 
lodged a powerful counter attack, 
pointing out that any substantial 
increase in mail haulage rates 
would probably be self defeating. 

His analysis pointed out that 
47% of the mail hauled by eastern 


railroads could be diverted to 


trucks, which offer equal or better 
service at no increase in cost. “In 
fact, after a 10% rate increase in 
1954,” he said, “annual compensa- 
tion to these railroads dropped 
from $130,000,000 to $120,000,000, 


| despite the fact that the volume of 


mail has been increasing.” 


= As he sees it, railroad operating 
costs actually increased only 3.2% 
since the 10% hike went into ef- 
fect in 1954. While he concedes 
that a 28% increase in terminal 


handling charges could be justified | 
on the basis of existing cost re-| 


ports, he argues that the same re- 
ports would require a 28% de- 
crease in storage car charges. 
As a clincher, he calls on ICC 
to eliminate an old rule requiring 
the department to estimate its 
space requirements monthly in 


advance. He says the Post Office 
should be billed only for the space 
it actually uses. 


Legislation put- 
‘Meat Packers’ ting trade prac- 
Not Immune? _ tices of the meat 

packing industry 
under the jurisdiction of the Fed- 
eral Trade Commission has cleared 
its first major legislative hurdle 
and stands a fair chance of reach- 
ing the White House this session, 
unless it bogs down in a jurisdic- 
tional dispute in the House. 

For more than 30 years, packers 
were accountable for sales prac- 
tices only to the Department of 
Agriculture. There were no objec- 
tions until some big food chains 
discovered they could qualify as 
“packers” and escape FTC com- 


|plaints aimed at discounts and 


promotion allowances they ob- 
tained from suppliers. 

A bill giving FTC clear-cut au- 
thority over all trade practices has 
received strong endorsement from 


the Senate judiciary committee and 
is slated for Senate action as soon 
as the civil rights debate ends. 
Meanwhile, similar legislation is 
getting sympathetic attention in 
the House judiciary committee. 


s Biggest potential stumbling 
block results from efforts of the 
House agriculture committee to 
draft a compromise putting food 
chains under FTC without impair- 
ing the immunity of firms “pre- 
dominantly” in the packing indus- 
try. With packers diversifying into 
lines outside the food industry, 
other food distributors would re- 
sent a settlement giving potential 
competitors an advantage. 


More than three 
No Rating months have 
Service Probe passed since the 

Senate interstate 
commerce committee directed a 
highly publicized questionnaire at 
radio-ty rating services, but 
chances are you may never hear 


IN BUILDING 1958 SALES 
CAN YOU MATCH THIS FOR VALUE? 


| %& A 12-month national advertising campaign... 
| %& To 68,000 product selectors ... 
x In the 40,000 top plants... 
% In all 452 industries ... 
% Making 4/5ths of the national product... 


' ra ONLY... 1 


aeet cae 


980 


Standard space units 3% x 4% inches. . . 

Never over-shadowed by giant ads... 

Saturate all your present markets . . . 

Search out all NEW and unknown markets. . . 
Cover your secondary markets . . . 

Thrifty enough also to advertise sideline products . . . 
A blanket medium which mops up ALL markets! 


Six month conpeign ... P by OO 
rer month... PLAS 


| 


any more about this one. 

Rating services are not under 
supervision of any government 
agency and are only remotely re- 
lated to anything which the inter- 
state commerce committee has 
power to control. The letter to rat- 
ing services probably was no more 
than an effort by Sen. Warren 
Magnuson (D., Wash.), the com- 
mittee chairman, to caution rating 
services about the need to be alert 
to gimmicks which lead to exag- 
gerated ratings for highly publi- 
cized shows. 


Do you like 
Lion's Share to guessing games? 
Big Publishers ““Concentra- 

tion ratios” com- 
puted by the Census Bureau from 
the 1954 census of manufactures 
show four newspaper publishing 
companies received 17% of the 
$2,058,975,000 in newspaper adver- 
tising revenue in 1954. Can you 
name them? 

The tabulations also show the 
next four biggest newspapers got 
an additional 6% of the total, and 
the next 12 got 9%. The four “big- 
gest” got 25% of the $840,867,000 
of receipts from subscriptions and 
sales, with the next four receiv- 
ing 6% and the next 12 9%. 

The Census computations show 
four big periodical publishers re- 
ceived 35% of the $863,493,000 of 
periodical advertising and 29% of 
the $530,580,000 of revenue from 
subscriptions and sales. The next 
four got 10% of the advertising 
and 11% of the subscriptions and 
sales. A cumulative total for the 
top 20 shows they accounted for 
59% of the advertising revenue 
and 53%: of the income from sub- 
scriptions and sales. # 


Williams Joins Stebbins 
as Creative Director 

Barton A. Stebbins Advertising, 
Los Angeles, has appointed Frank 
Chapman Wil- 
liams creative di- 
rector and an ac- 
count executive. 
Mr. Williams, at 
one time with 
Foote, Cone & 
Belding, has 
operated as a 
free lance crea- 
tive advertising 
director in the 
Los Angeles area 
for the past 10 


Frank Williams 


years. 

Jet propulsion laboratory of the 
California Institute of Technology, 
whose account was developed and 
directed by Mr. Williams for the 
past two years, has appointed 
Stebbins to handle its advertising. 


Gleason Syndication Sales 
Rise; CBS Sets War Series 
Jackie Gleason’s “Honeymoon- 
ers” series, which is being sold on 
a syndication basis by CBS Tele- 
vision Film Sales, New York, has 
added three more regional spon- 
sors. The newcomers are Clairol 
(Foote, Cone & Belding) for al- 
ternate weeks in 24 markets; 
S & W Fine Foods (Honig-Cooper 
Co.), for 11 markets, and Ronzoni 
Macaroni Co. (Emil Mogul Co.) as 
co-sponsor in three eastern cities. 
Meanwhile, CBS Film has an- 
nounced that a new Civil War ad- 
ventures series, “The Gray 
Ghost,” will be added to its syn- 


, ’ mae ee dication list in the fall. There will 
This is the prize bargain package for industrial Industri al Lue oP 5° cplendee avaltete starting 
marketers! There is ONLY ONE IEN... Four 
Industrial Equipment News. . . Originator of quipment IEN Hadacol Names Agency 

nee a ; Hadacol Inc., tonic maker recent- 
Product-news publishing . . . Most advertised News inti ly acquired by Jerome S. Garland 
. ° : & Associates, Chicago, has ap- 
in business paper! “omas Publishing Company pointed Olian & Bronner Inc., Chi- 


cago, to handle advertising in the 
southern division for all Hadacol 
products. Hadacol is currently in- 
troducing New Super Hadacol via 
radio, television and newspapers. 


Details? Send for complete Data File and PRODUCT INFORMATION HEADQUARTERS 


booklet: “Your Markets Are Changing.” 
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DURING JANUARY-SEPTEMBER, 1957 


MECHANIX 


| ILLUSTRATED [f& 


Hit an 


7 a 


all-tim 
in advertising 
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revenue! 


a * : & er 
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ADVERTISING 

During the first mine months of this year, 


Advertisers invested more money in ME CHANER 
TL STRATED than ever before=a full 127%” 


ppenit «luring the same | riod 


RGULATION 
lincreas® iM FeveMe reflects the greater 
Bavertising fesults Mi now makes possible — 
the fact that MI today is delivering a greater 
@udience than @ver before. During ihe first 
three month$@rthis year, M Usmonthy circulation 
Avera ced 1,060 81i—a gain 6 S.5% over January- 
Mareh, 1956..\ the highest eirenlation in 


ee HANS ILLUST |. \ TED history. 
Now —more than ever— 
eet ea > Mil | 


MECHANTIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO * DETROIT * LOS ANGELES * MIAMI.* SAN FRANCISCO 
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MORE THAN A MILLION DO-IiT-YOURSELF READERS! 
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NBC Radio Will 
Adopt Single Rate 
Policy in Fall 


Network Enlists Fuller 


Brush Men; They’ll Make 


Sure Dials Are Set ‘Right’ 


New York, July 25—NBC Ra- 
dio will adopt a single rate policy 
in mid-September. The other three 
major radio networks have sold 
sponsors on this basis for a couple 
of years, with ABC having started 
the trend to the simplified rate 
structure. 

As in the case of the other 
chains, NBC will use discounts to 
differentiate between the more 
and less choice periods. Nighttime 
will be discounted at about 20 to 
25% of daytime under a revised 
setup. The new card, which will 
not be announced until after an 
August meeting of the affiliates 
committee here, will mean a slight 
nighttime reduction and a 20 to 
25% daytime raise for sponsors. 
There will be a three to six-month 
protection period for current ad- 
vertisers. 


s The old concept of basic hourly 
rate will be superseded by a sin- 
gle minute participating rate and 
a program charge for advertisers 
who buy adjacencies to such at- 
tractions as the network’s new big 
name “Star Dust” shows. 

In March of this year CBS Ra- 
dio lowered its nighttime prices 
and raised the daytime levels. 

NBC also will adopt a simplified 
affiliation plan following the meet- 
ing with the station committee. It 
is expected to include a new meth- 
od for arriving at station compen- 
sation for network business. 


® Meanwhile, there were 12 ad- 
vertisers who came in this week 
at the old prices. 

New business this week, accord- 
ing to Matthew J. Culligan, vp 
in charge of NBC Radio, totaled 


$2,000,000 net. Orders came from: 


Life (Young & Rubicam), for 
one-quarter sponsorship of the 
five-minute “News on the Hour.” 
(This is a replacement for Del 
Monte.) 

Swift & Co. (J. Walter Thomp- 
son Co.), a 26-week participation 
schedule on several daytime shows 
starting Sept. 17. 

Plough (Lake-Spiro-Shurman), 
a 30-week participation schedule 
on “Bandstand” and “My True 
Story.” 

General Mills (BBDO), ten one- 
minute and ten 30-second partici- 
pations each week for ten weeks 
in five day time programs. 

American Motors Corp. (Geyer 
Advertising), 20 five-minute 
“Monitor” newscasts a weekend 
for 13 weeks. 

Pharma-Craft Corp. (JWT), 
three one-minute participations in 
“News of the World” for 26 weeks. 

Hotpoint Co. (Maxon), 20 day- 
time participations weekly for sev- 
en weeks. 

Parker Bros. (Badger & Brown- 
ing), two weeks of December par- 


ticipations om several daytime 
shows. 
U. S. Steel Corp. (BBDO), a 


participation schedule on “My 
True Story.” 
B. F. Goodrich Co. (Griswold- 


Eshleman Co.), a Labor Day week- 
end campaign on “Monitor.” 

Best Foods (Dancer-Fitzgerald- 
Sample), a two-week saturation 
campaign on several daytime pro- 
grams. 


® But it’s not only sales that are 


contributing to an upbeat atmos- | 


phere at NBC these days. One of 
the major factors is that the top 
management of the country’s old- 


est broadcasting chain reportedly , 
has decided to give its radio net- | 
work a bigger budget with which | 
to operate now that Mr. Culligan | 
and his team have things rolling 
in the right direction again. 

Mr. Culligan is investing these 
funds in research, programming 
and promotion. Pulse Inc. and 
Market Research Corp. of America 
both have made pilot studies on 
possible new rating services; there 
have also been some tests with 
electronic wizards who have some 
ideas on the subject. He has not 
decided whether to renew Niel- 
sen. 
| Currently NBC is making radio 
| sales effectiveness studies in co- 
| operation with Ted Bates & Co.— 
this one for Brown & Williamson 
Tobacco Corp.—and with Young & 
Rubicam, which is weighing the 
radio future of a number of ad- 
vertisers. Market Research Corp. 
of America and some other com- 
panies have made tests to find out 
the program likes and dislikes of 
current radio fans. 


# In the programming area NBC 
is bringing name stars back as 
headliners in its soap operas. 
Madeline Carroll is the first signed 
and the net is out now for a couple 
of top male performers. “My True 
| Story,” a longtime ABC feature, 
has been added to the dramatic 
jlineup. There are also some 
|“names” coming up for nighttime, 
but Mr. Culligan won’t say who 
they are yet. 

To make the listener aware of 
what is going on at NBC Radio, 
the network has conscripted the 
army of Fuller Brush salesmen, 
who are delivering 1,000,000 pro- 
gram logs a week. And they are 
instructed to turn sets to the NBC 
station before saying goodbye to 
the lady of the house. 

NBC’s owned tv stations will 
help to publicize what radio is do- 
ing. This ballyhoo will be supple- 
mented by newspaper ads in 25 
major markets, magazine copy— 
mainly on a barter basis—and 
business paper advertising. + 


‘Purchasing’ to Go 
Semi-Weekly Jan. 6 


years as a monthly publication, 
|Purchasing magazine, published 
|by Conover-Mast Publications 
Inc., will be published every other 
Monday, effective Jan. 6, 1958. 

“Intensive reader research dur- 
ing the past two years has indi- 
cated the need for more frequent 
information on methods and pro- 
cedures as well as a sound inter- 
pretation of market and economic 
conditions as they affect procure- 
ment,” Ray Richards, publisher, 
said in announcing the change in 
frequency. 

The Purchasing change, along 
with announcement of a new 
weekly in the field by McGraw- 
Hill—Purchasing Week—and a 
similar increase in frequency by 
Purchasing News (see earlier story 


New York, July 25—After 42) 


BIG DOG—This is believed to be the largest dog ever shown on an 


poster in a continuing campaign 


outdoor poster. The St. Bernard—appearing on the third outdoor 


in behalf of Strongheart dog food 


—has a head and neck which cover most of the 8’ 8” space avail- 


able. From left to right he completely fills every bit of a horizontal 


area just 6” short of 20’. D’Arcy Advertising Co. is the agency. 


‘Crash’ Model Cycling on ‘58 Cars to Boost 


New York, July 25—The high- 
er price tag expected to appear on 
1958 model cars this fall will in- 
clude $75 per unit resulting from 
“crash” model cycling by style- 
sensitive manufacturers, Popular 
Science predicts. 

In an analysis of “What Makes 
Cars Cost So Much” appearing in 
its August number, on sale July 
30, the magazine says that tepid 
sales, particularly for Buicks and 
Oldsmobiles this year, have caused 
General Motors to break its two- 
year style cycling and restyle both 
cars for 1958 on a “crash” basis. 

Total industry costs for restyl- 
ing for the 1958 models, the maga- 
zine says, will be about $975,000,- 
000, a record exceeded only by the 
$1 billion for restyling in 1955. 

Popular Science’s analysis, based 
on interviews with manufacturers, 
labor leaders and car dealers, con- 
cludes that there is no _ single 
“clear-cut villain” behind the ris- 
ing costs of autos. Casting blame 
would only be an academic thing 
anyway, the magazine says, since 
car buyers generally are still will- 
ing to shell out the price “for per- 
formance, gadgetry and styling.” 


® The true price increase over 
the 1949 level is about 19%, com- 
pared with a 17% increase in 
the cost of living during that time, 
the article says. “Though auto 
posted prices have gone up by a 
third to a half since 1949, the ac- 
tual rise is less. Inflation, plus 
new customs of discounts and 
over-allowances on __ trade-ins, 
make it seem higher.” 

“Accurate comparision is ham- 
pered by the fact that the product 
has changed,” the article goes on. 
“Today’s overhead valve V-8 with 
an automatic transmission is a far 
cry from the six with a stick shift 
that the Bureau of Labor Statistics 
measured in 1949. Still, making 
all corrections, government econ- 
omists say that cars cost about a 


fifth more than they did eight 
years ago.” 
Reasons behind this increase 


on Page 18), indicated sharply in- 
creased competition for purchasing 
agents’ reading time in 1958. + 


‘True Story’ Figures Wrong 

Macfadden Publications has in- 
formed ADVERTISING AGE that the 
January-through-July ad _ linage 
figures for True Story that it fur- 
nished for the tabulation in the 
July 22 issue were incorrect. The 
correct figures are: January-July, 
1957—449.0 pages; January-July, 
1956—420.0 pages. 


| Avis Revises Manual 


Avis Rent-a-Car System, Boston, | 


has come out with a revised 220- 
| page car rental manual containing 
rental rates of more than 1,000 


of maps and mileage charts is a 
new feature of the manual. 


Avis locations in the U. S. and 36 | 
|other countries. A 48-page section | 


vary depending on whom you ask, 


|Popular Science finds. The man-| 
ufacturers blame labor and mate-| 


rial costs and labor blames exces- 


sive profits by the manufacturers. | 


The dealers aren’t blaming any- 
one in particular, but they may 
not be hurting as much as they’d 
have you believe, the article says. 
|Dealers still make roughly the 
same percentage return on their 
investment (about 12% now) as 
they averaged from 1935 through 
| 1941 (13.3%). 

| 


\s There is, however, one cause | 
for higher prices, the magazine | 
|finds, which neither manufactur- | 


Unit Price $75, Says ‘Popular Science’ 


amortize the costs of model tools, 
dies and engineering arrange- 
ments. In 1955, this was cut (for 
style competition reasons) to a 
two-year cycle for some cars, the 
prices of which had to be jumped 
at least slightly to help the amor- 
tization. 

“In the 1958 model year, cy- 
cling will be a prominent reason 
for a fresh boost in prices. The 
changes were to be relatively 
modest,” Popular Science notes. 
“Only Chevrolet, Pontiac and Lin- 
coln—and, to a lesser extent, 
American Motors cars—were due 
to cycle. Ford, Mercury, Cadillac, 
Oldsmobile, Buick, Studebaker, 
Packard and the entire Chrysler 
line had cycled in the 1957 model 
year.” 


s “But then,” it says, “something 
happened. The 1957 Buick and 
Oldsmobile, despite new dress, 
were received by the public as 
merely warmed-over 1956 models 
—they didn’t look ‘different’ 
enough. Chevrolet sales were off, 
to the advantage of Plymouth and 
Ford. General Motors took a wor- 
ried look at all this and decided to 
open up the strong boxes where 
its 1958 plans were stored. A 
‘crash’ program of changes en- 
sued, including substantial ones 
for Buick and Olds.” 

Just because car buyers are, at 
present, still willing to pay out 
higher prices, that doesn’t mean 
all is well in the auto world, Pop- 
ular Science warns. There is 
considerable evidence that rising 
prices are forcing many to “buy 
down, not necessarily to lower 
price cars but to used cars.” 

“Used car sales are up 70% 
since 1949, while new car sales 
are up only 25%,” the magazine 
points out. + 


Utilities Book Boosts Rates 


Public Utilities Fortnightly, pub- 
lished by Public Utilities Reports, 
Washington, has raised its bew ad- 
vertising rates from $225 to $250 
per page, effective Jan. 1, 1958. 


Advertising Age, July 29, 1957 


Business Paper 
Publishers Organize 
for Talks with ANA 


New York, July 26—Leading 
business paper publishers have 
formed a new group, at the re- 
quest of the Assn. of National Ad- 
vertisers, to discuss informally 
with a special ANA committee 
“matters of mutual interest and in- 
dustrywide importance.” 

The ANA business paper com- 
mittee, itself newly formed, is 
headed by Ralph Winslow, vp and 
marketing manager of the Koppers 
Co., Pittsburgh. Its formation was 
announced recently by ANA Presi- 
dent Paul West, who stated that 
“the time is overdue for more in- 
tensive consideration of common 
problems in the field of business 
publications, which ANA has al- 
ways looked upon as one of the 
country’s vital channels of com- 
munication.” 

A month ago the ANA com- 
mittee held its first meeting and 
invited a number of business paper 
publishers to meet with it and ex- 
plore the most mutually construc- 
tive way to proceed in order to 
make business paper advertising 
more productive. Mr. Winslow out- 
lined two major areas that should 
be covered: 


® First, to develop greater de- 
pendability of advertising quality 
by fostering circulation audits of 
business papers, and to improve 
these circulation audits and en- 
courage their more effective use. 

Secondly, to develop a better un- 
derstanding of the function of 
business papers among general 
management executives of compa- 
nies; to examine the efforts of 
Associated Business Publications 
and National Business Publications 
to determine what could be done 
to improve them; to provide infor- 
mation to ANA members in order 
that they can make their own in- 
dividual media selection decisions 
based on the most accurate and 
reliable evidence available; to 
study the possibility of improving 
business paper surveys dealing 
with reading habits; to explore the 
possibility of providing more au- 
thoritative evidence on the results 
of business paper advertising, and 
to encourage the development of 
better selling methods by business 
papers. 

No date has been set for the next 
joint meeting of ANA and the 
business paper publishers group. + 


FM Unlimited Formed to 
Represent, Promote Stations 

FM Unlimited Ine., national 
sales representation and promo- 
tion company exclusively for fm 
stations, has been formed by 
Charles W. Kline, president and 
Chicago manager, and Edward 
Merritt, manager of eastern oper- 
ations. Headquarters are at 166 E. 
Superior St., Chicago. The New 
York office is temporarily located 
at 11 E. Ninth St. Los Angeles 
land San Francisco offices will be 
opened in the near future. 
| Mr. Kline most recently has 
|been commercial manager of 
|WNIB, Chicago fm station, and 
national sales and advertising 
counsel for the American Loud- 
speaker hi-fi line. Mr. Merritt is 
|co-owner of WNIB and helped to 
lorganize WBSM, New Bedford, 
|Conn. The company has signed 16 
fm stations throughout the coun- 
try and expects to sign 20 more 
| shortly. 


Wherry, Baker Names Two 


ers or labor are particularly anx-|jACK E. SCHNEIDER has been —) Wherry, Baker & Tilden, Chica- 


ious to publicize; namely, the ac-|qn account supervisor of W. B. |go, has named Joseph J. O’Hanlon 


celerating 
changes. 

Beginning in 1949, it says, the 
auto industry got into a three- 


frequency of 


ci ia ad ero ag 


model | noner & Co., Chicago, and assistant 
to the president, Marvin H. Frank. 
|Mr. Schneider formerly was mer- 
year model change cycle which chandising manager of the com- 
\gave manufacturers three years to| mercial division of Hotpoint Co. 


Jr., formerly an account executive 
at Leo Burnett Co., an account 
executive. Harold E. Bennett, pre- 
viously in the media department 
of Tatham-Laird, is joining Wher- 
lry, Baker as a media supervisor. 
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Mid-year Report 


Only Chicago 
newspaper to 
gain in total 
etail store 
advertising 


In Chicago, one newspaper is going places in retail advertising. For the first six months of 1957, The Chicago 
American made the on/y gain in total retail stores advertising, and showed increases in 13 of the 24 Media 
Records retail store classifications. 


Local Automotive................+...2md largest gain Furniture & Household...............Largest gain 


Building Supplies...............+..+-Omly gain Liquor Stores... ..+.++++ee+eeeeeeee+30d largest gain 
Men’s & Women’s Clothing Stores... .Largest gain Candy, Florists, Variety, etc...........2nd largest gain 
Department Stores............+.++...Largest gain Musical Instruments..............+++-Omnly gain 

Drug Stores.......+.0+e+eeeeeeeee++30d largest gain Women’s Shoe Stores................Largest gain 
Electrical Appliances.................Only gain Sporting Goods......++++++++0+++++++Only gain 


Toilet Goods & Beauty Shops.........2nd largest gain 


pm ore. 0% Veet ge 


7-day, full-run advertising 
linage figures per Media Records 
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Monday, Madrid... 
today, L. A.... 


tornorrow, New Yor 


There are 10,080 minutes in 
Conrad Hilton’s busy week, 
and something’s stirring 


during every single one of them... 


When you run 30 hotels in five different countries, you get 
your excitement wholesale, and in several languages. That’s 
why, to 26-year Business Week subscriber, Conrad Hilton, 
what happens almost anywhere in the world hits with local 
impact. As time and space keep shrinking, the news of busi- 
ness and industry and finance (and politics as they affect 
business) becomes more indispensible to more business- 
men. And just as Business Week publishes more total busi- 
ness news than any other general-business or news magazine 
—so, too, does it dominate on all world business fronts . . . 
with the largest foreign business news facilities of any 
magazine. Perhaps this is still another reason why it con- 
sistently is voted “most useful” by the managers of Ameri- 
can business—and why so many foreign subscribers insist 
on paying 50-100-200 dollars a year to get their copies via 
air mail. Advertising people apparently sense this. They 
place far more pages of business advertising in Business 
Week than in any other general-business or news magazine. 
You advertise in Business Week when you want to influence 
management men. MCGRAW-HILL + anc 


SUBSCRIBER CONRAD HILTON {RIGHT} 
INSPE THE BEVERLY HILTON 
WITH MANAGER ROBERT GROVES. 
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Editorially Speaking .. . 


Stormy Weather Looms Ahead 


It looks very much as though the advertising business, as well as 
the various regulatory bodies in Washington, can look forward to 
some weeks or months of fending off a variety of questions of the 
“When did you stop beating your wife?” type. 

The subcommittee of the House of Representatives committee on 
government operations, headed by Rep. John Blatnik of Minnesota, 
has begun “a far-reaching probe into the effectiveness of all exist- 
ing restraints on promotional claims.” 

Rep. Blatnik has made it clear that, while cigarets and filters and 
the activities of the Federal Trade Commission have thus far been 
the subjects of the investigation, there is no intention to stop there. 
He intends to proceed to discuss weight reducers, tranquilizers, fan- 
ciful price-ticketing, etc. And he intends to explore the operations 
of the Food and Drug Administration and other government agen- 
cies, as well as those of the FTC. 

So we suggest that all and sundry follow the proceedings with 
care and diligence. Don’t shrug your shoulders and say, “I’m glad 
it’s the FTC and the tobacco boys, and not me,” because it may be 
you or your company before too long. 

We also suggest that the activities of the committee be assessed as 
unemotionally and as realistically as possible by everyone involved. 

It is possible that the committee is just stirring up the sediment in 
the bottom of the glass, to no purpose, and that whatever happens, 
nothing but harm will eventuate; but it is also possible that the in- 
vestigation—or something like it—is called for in the public interest. 
We don’t profess to know, and it is too early to be sure of the char- 
acter of the inquiry. 

About all we can say is that the advertising business ought to 
stand united (regardless of who or what is directly involved) behind 
a determination to see that advertising and promotion are not made a 
scapegoat for any chauvinistic nonsense; but that at the same time 
none of us is going to get hysterical trying to defend the indefensible. 

Personally—and although we feel that the medical profession is 
being far too dogmatic in alleging that it knows anything about lung 
cancer and tobacco—we are shocked at the reports of the inefficiency 
of cigaret filters. If these reports are true, and if current filters do 
not filter out tars or nicotines, we do not expect to defend filter ad- 
vertising as “legitimate trade puffery” or anything else. And no one 
else in advertising ought to, either. 


"Mr. Advertising’ Almost Retires 


The following editorial appeared in the May 12, 1952 issue of 
ADVERTISING AGE: 

“A few days ago, as the climax to its first ‘advertising week’ cele- 
bration, the Milwaukee Advertising Club tagged Elon Borton as ‘Mr. 
Advertising, U.S.A.’ 

“We like the selection, and applaud the Milwaukee Club for pick- 
ing him. 

“We like it because Elon Borton, president of the Advertising Fed- 
eration of America, former advertising manager of LaSalle Extension 
University and one-time columnist for ApvertistnG AcE, is ‘Mr. Ad- 
vertising, U.S.A.’ He is not ‘Mr. Advertising, Madison Ave.,’ or ‘Mr. 
Advertising, Michigan Ave.’ But to thousands upon thousands of ad- 
vertising men and women in the highways and byways of the nation, 
Elon Borton represents organized advertising—and represents it in a 


—Howard Ray, Ray and Berger, Hollywood, Cal. 


“He and the client’s lady ad manager had words, but he never got to 
use his.” 
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down-to-earth, sincere manner which makes him respected and loved 
by a lot of people who individually and in the aggregate contribute a 
tremendous amount to making advertising work, and keeping it on 
the down-to-earth, day-to-day level from which it should never de- 
part.” 

As Elon leaves his AFA post to take things easier, we are happy to 
report that he will not retire completely from the advertising world: 
Starting in September, he will again become a regular columnist for 
ADVERTISING AGE. 


Here’s a Really Good Film 


Not too long ago we had the pleasure of seeing, once again, the 
latest version of “The Man Who Built a Better Mousetrap,” the dis- 
cussion of the economic value of advertising which Standard Oil Co. 
(Indiana) first produced in sound-slide form some years ago. 

The current version is a 16mm Technicolor movie, with commen- 
tary by Wesley I. Nunn, Standard’s advertising manager, which runs 
18% minutes and is available for specific showings to interested 
groups without charge. 

We have been more than usually critical of films which have at- 
tempted to explain advertising to the general public, or to position it 
in the economy, so when we say that we found this particular film 
technically excellent and educationally effective, we are voicing no 
idle endorsement. 

We suggest that you check with Wes Nunn at 910 S. Michigan Ave., 
Chicago 80, on the possibility of showing it. Although sponsored and 
paid for by Standard Oil, it is not a Standard Oil film; it is applicable 
for showing to any group. 
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What They're Saying... 


Selling by Subception 


registers on the 


of New York, disclosed that ex-| for. 
periments on “subception” (or 
“perception without awareness”) 
have shown that “those stimuli 
which make an imprint on the 
retina, but of which we are un- 
aware, are not really lost. They 
seem to be ‘unconsciously noted,’ 


pincott & Margulies, New York. 


Test for Freedom 


sub-conscious 

At L&M’s recent Package Re-| minds. It is claimed that, following 
search Conference, Dr. H. A. Wit-|the use of this technique, there 
kin, director of the Psychology| have been increases in sales which 
Laboratory of the State University|cannot otherwise be accounted 


—New Designs, bulletin issued by Lip- 


Advertising Age, July 29, 1957 


Rough Proofs 


“Rum ads violate taboo on wom- 
en, DSI says.” 

It may not be unladylike to 
drink, but it’s bad form to show a 
female in the very act of doing so. 


Representative Biatnik is having 
himself a time investigating filter 
cigaret advertising claims, and lat- 
er will get after weight reducers, 
tranquilizers and fake price-tick- 
eting. 

His program may encompass an 
entire congressional career. 


BBD®’s resignation of the Read- 
er’s Digest account because of a 
conflict with American Tobacco 
Co. made big news, and it would 
have been even bigger if the agen- 
cy had resigned the American To- 
bacco Co. account because of a 
conflict with Reader’s Digest. 


British dentifrice manufacturers 
expect to double the market as a 
result of their expanded advertis- 
ing programs, and of course “I 
wonder where the yellow went” 
will do its best for Pepsodent. 


“The trouble with American ad- 
vertising,” suggests Dr. Dichter, “is 
that it hasn’t enough sex, and that 
the little it has is of the wrong 
kind.” 

How many kinds are there? 

. 

William C. Nigut, trade relations 
counselor, told the Processed Ap- 
ple Institute to rely on the advice 
of retailers rather than “the elite 
group of Madison Ave. specialists.” 

It’s a good thing Madison Ave. 
has its generalists, too. 


Frankfurt reports that cola 
drinks are now enjoyed by over 
half of the inhabitants of West 
Germany, and of course the prin- 
cipal brands are those made fa- 
mous by the pause that refreshes 
and more bounce to the ounce. 


“When should a mailing piece 
wear a coat?” asks Mead Papers. 
Maybe when it wants to be a 
first-class citizen but still travel at 
third-class rates. 
e 
Other rich alumni may want to 
adopt the idea of Bing Crosby, who 
has arranged for his alma mater 
Gonzaga U. to be the producer of 
the Edsel show Oct. 13, featuring 
Bing and Frank Sinatra. 
* 


Doherty, Clifford, Steers & Shen- 
field will save $10,000 a year in 
taxi fares by moving its offices ten 
blocks further uptown. 

And think how much easier it 
will be to get to Grand Central on 
a rainy afternoon. 


The great test for freedom, it * 
seems to me, will be the responsi- 
bility of the generation which will| sub e” as an example of “the ex- 


Machine Design quotes “sigma- 


ffairs in the next 40 years.) citing language of engin t 
thus setting off processes which | oO” ? g guag eers a 
may modify subsequent behavior.” If they are guided by aims of ster-| work. 


Luncheon speaker Vance Pac- 


ile materialism, if they place undue 


Sometimes engineers at play 


kard, author of the best- . value on efficiency for efficiency’s | demonstrate possession of a vocab- 


“Hidden Persuaders,” told of one 
experiment employing this prin- 
ciple. “The idea,” said Packard, 
“is to print sales messages on short 
bits of film and slip them into 
conventional tv films and movies. 
The message goes by so fast that 
the viewer is not conscious of see- 
ing it, but the message allegedly 


of regimenting all of society. 


ton, D. C. 


fy AE 


—Philip R. Graham, president and 
publisher, Washington Post and Times 
Herald, speaking to a meeting of the! served. 
Better Business Bureau in Washing- 


sake, then they can do great and/| ulary a lot more exciting than that. 
perhaps fatal harm to mankind’s 
freedom. For the massive and com- 
plex group structures that today 
are already burgeoning are capable 


The mobile display, says Einson- 
Freeman, possesses “perpetual mo- 
tion, the eye allure of the strip 
tease.” 

Such popularity must be de- 
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RK To be well informed... 


One Or More 


“Capsules” 
Every 
Morning 


e Finance Group), es:.:°7 


s No-New Tax Plan, |: 


this program 
desk by Thuy 


gehingtoe Dateline 


inican Envoy R 


From Our Wire Services and New York police are pressing/during ! 


HE Senate | 
lican “‘no-ne 


dollars and 


WASHINGTON, March 10 |inquiries into Porter's charges. | marine 

HE Dominican government has eee and Sa 
recalled an ambassador and 

‘shaken up its embassy staff here School Aid Hassle 

las a result of publicity given} Marion B. Folsom. Secretary of; G 


‘charges implicating its agents in Health, Education and aracg 
hamber 


Foreign Datelines * serigg 


fe Faces All Inc 


From Our Wire Services 


JAKARTA, Indonesia, March 10. Java, Sumatra, Borneo and, s 
IOLENCE today threatened Celebes are the biggest islands 
Indonesia on all sides should in the 3000-mile chain which 

President Sukarno go ahead with makes up the republic. The | 

his plan to inject Communists est defection came in So 

into his government. Sumatra, the oil, tin an? > 
With four bloodless revolts rich island_y SF 
agains . ion ye 


= “News” can mean many things. A “big” local story that warrants front 
| page treatment. A world-shaking event that rates banner headlines and 
extra space. And then there’s the “smaller” story, just as newsworthy, 
certainly, but not quite Page One material. 


That’s where The Inquirer’s ‘“‘“Capsuled”’ news comes into its own. Here 
are the events from Washington, Harrisburg and world capitals—organized 
for convenient, easy reading. And in a format that has become as familiar 
to readers as The Inquirer’s famous front page. 


These features are important to advertisers, too, for they spur front-to- 
back page reading and account, in good measure, for The Inquirer’s 
extremely high readership reports. That’s another reason why The Inquirer 
carries more advertising linage than any other Philadelphia newspaper. 


_ Che Philadelphia Prguiver 
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=. Now in its 24th consecutive year of total advertising leadership 
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4 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPE®S * FIRST 3 MARKETS GROUP 
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Donald A. Gaudion, Executive Vice 
President of The Pfaudler Co., 
Tells Why Technical People 

Read Business Magazines 


“We have a highly specialized busi- 
ness,” says Mr. Gaudion, “inhelping 
industry combat corrosion with 
glassed-steel and alloy equipment. 
From 70-plus years of experience, 
we know that it’s an ever-changing 
problem. New alloys enter the mar- 
ket, new industrial processes create 
new corrosion situations. 

“Like other industrial leaders we have two problems: 
the betterment of our product and sparking creative think- 
ing. That’s why we constantly stress the importance of 
business magazine reading to our research, engineering 
and development personnel. We know that they must be 
well-informed if they are to keep ahead of the latest 
advances in modern technology.” 


Key Men at Pfaudler 
Subscribe to an Average of 
2.1 McGraw-Hill Magazines 


The key men in business and industry keep up with cur- 
rent trends and developments in their fields of interest by 
reading McGraw-Hill magazines. They look to editorial 
pages to learn the latest “how to.’’ They rely on adver- 
tising to tell them “what with.”’ That’s why your adver- 
tising, placed in McGraw-Hill magazines, reaches the men- 
who-buy for markets totalling billions of dollars. 


MeGraw-Hill 
Publications 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, New York 
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This huge corrosion-resistant, glass-lined storage tank, being removed 
from a furnace at Pfaudler’s plant, was fired at between 1500° and 1700°F, 
High heat fuses the glass lining to the tank’s inner surfaces, giving it the 
corrosion resistance of laboratory glass plus the working strength of steel. 
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Recipients of the new 
W.R.G. Baker Award, 
1957... in 
recognition of the 
authors contributing the 
best papers published 
in the IRE Transactions 
of the Professional 


Groups. KIRCHER 


and for radio-electronics engineers. 
As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 


Réymond J. Kircher, Robert L. Trent 
and D. Raymond Fewer in their search 
for, and eagerness to share, knowledge 
with others typify The Institute of Radio 
Engineers. Their instructive papers, 
which organized and reviewed the use 
of transistors in audio frequency, sum- 
marized all of today’s known facts on as idea based on idea is advanced. 
this subject and performed a vital Earth satellites, FM, TV, color TV, 
service to members of their Society. VLF, radar, computers, transistors, 
Their contribution makes a point of solid state electronics, scatter propa- 
departure for still further growth and gation, single sideband . . . revolution- 
development of the wondrous art of ary concepts in radio-electronics all 
radio-electronics. started and developed in Proceedings 


Radio is a way of thinking big about of the IRE. 

the world of tomorrow. The Institute In radio everything is possible .. . 
of Radio Engineers is a professional and IRE remembers the men who 
Society of nearly 60,000 men devoted make it so. Small wonder that IRE is 
to a better world for you through the remembered in return. Best way to get 
advancement of their science and their products remembered, if they are sold 
field of specialization. They read the in the radio-electronics field, is through 
official publication of their Society, advertising on the pages of Proceedings 
Proceedings of the IRE — the only of the IRE. If you want to sell the 
engineering journal in the radio-elec- radio industry, you've got to tell the 
tronics industry exclusively edited by radio engineer! 


@® THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT., 1475 B°WAY, NEW YORK 36, N.Y. » CHICAGO CLEVELAND + SAN FRANCISCO LOS ANGELES 


Mailing Tips Offered by 
Pitney-Bowes in New Booklet 
Pitney-Bowes, Stamford, Conn., 
maker of postage meters and 
business machines, is offering a 
new booklet, “29 Timely Mailing 
Tips,” to business mailers. The 
booklet stresses that the Post Of- 
fice is not always to blame for 


jlate letters, and that the small 
|mailer should “help the Post Of- 


fice give him good service.” 


Monthly Goes Fortnightly 
Medical Economics, published 
by Medical Economics Inc., Cra- 
dell, N. J., will be put out fort- 
nightly, every other Monday, be- 
ginning Jan. 6, 1958. The maga- 
zine now is published once a 
month. Reason for the move is to 
give the magazine’s 145,000 physi- 
cian readers faster coverage of 
medical economic news, according 
to William J. Chapman, exec vp. 


Houck Adds Two Accounts 
Houck & Co., Roanoke, Va., has 
gained two new accounts—Kersey 
Mfg. Co., Bluefield, Va., builder of 
mine tractors and locomotives for 
the coal industry, and Norfolk 
Newspapers Inc., publisher of the 
Norfolk Virginian Pilot and Ledg- 
er-Dispatch. The newspaper ap- 
pointment is effective Jan. 1, 1958. 


Haas Succeeds Mix at Lily-Tulip 

Marvin Haas, formerly advertis- 
ing and sales promotion manager 
of Crosley and Bendix home appli- 
ances, New York-New Jersey divi- 
sion, has been named advertising 
manager of Lily-Tulip Cup Corp., 
New York. He succeeds Earl B. 
Mix, who has retired after 34 years 
with the company. 


MAY 1957 VIDEODEX 
PROVES KOLN-TV SUPERIORITY! 
The May 1957 Videodex covered all TV homes in 42 


counties in South Central Nebraska and Northern Kansas. 
The ratings speak for themselves: 


SUMMARY—AVERAGE RATINGS, % TV HOMES 


KOLN-TV] Station B] Station C/ Station D 
Sign on—1:00 P.M. 10.1 5.1 4.8 3.5 
1:00-5:00 P.M. 12.5 7.3 6.5 4.5 North K 
5:00-11:00 P.M. 22.3 | 120 | 9s 6.2 orthern Aansas. 
Daytime and nighttim Sundays through Saturdays *See NCS No. 2 


KOLN.TV leads the second station by margins of 71% to eam! 


wenn 


—S a 
the belyer SWations 
wzo.Tv GRAND RAPS KALAMATIOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
wJEF Pee GRAND RAPIDS KALAMAZOO 
<OUN TY — LINCOLN, NEBRASKA 

Asecated oth 
WED RADIO — PEORIA, ILLINOIS 
Avery-Knodel, Inc. 
Exclusive National Representatives 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoin-land? 


Hartford is of Providence . . 


Latest Videodex, ARB and Telepulse Surveys al! prove that 
KOLN.-TV is the big Lincoln-land favorite - 


Ask your Avery-Knodel man for all the faci. on KOLN-TV, 
the Official CBS Outlet for South Centr:! Nebraska and 


ARE YOU 
HALF-COVERED 


NEBRASKA’S OTHER BIG MARKET? 


LINCOLN. 


KOLN-TV, delivers Lincoln-land— a big 69-county 


market with 191,710* television families. 


The KOLN-TV market is as independent of Omaha as 


. or Syracuse is of Rochester. 


day and night! 


CHANNEL 10 © 316,000 WATTS * 100051. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND — NEBRASKA'S OTHE BIG MARKET 


Advertising Age, July 29, 1957 


Getting Personal 


It’s a girl, Lisa Grace, born July 9 to Barbara and Charles L. 
Lewin, vp in charge of radio-tv at the Rockmore Co. The couple has 
one other child, son Joshua, aged 9... 

Norman H. Strouse, presi- 
dent of JWT, has been ap- 
pointed to the steering com- 
mittee for National Library 
Week, a campaign to expand 
reading in America spon- 
sored by the National Book 
Committee in cooperation 
with the American Library 
Assn. .. 

Charles G. Mortimer, pres- 
ident of General Foods Corp., 
has accepted appointment as 
national chairman for United 
Community Campaigns of 
America, the world’s largest 
voluntary fund-raising effort 
for health and welfare serv- 
ices... 

Susan Band and Miles 
Harrison, assistant director, 
radio-tv, at Young & Rubi- 
cam, were married in New 
York July 14...Edward D. 
Brown, a tv and radio super- 
visor at Ted Bates & Co., 
New York, went on two 
weeks of active military duty 
July 15 as a captain in the 
Public Information Sec- 
tion... 

Edna Muller, publicity department production head of Kudner 
Agency, New York, was initiated into the agency’s Quarter Century 
Club—and presented with a mink stole—at a Waldorf-Astoria 
luncheon June 26. She started her advertising career with Erwin, 
Wasey & Co. in 1932 and was one of the original group joining Kud- 
ner in 1935 when it was founded. Attending the luncheon were 
J. H. 8. Ellis, E. J. Ownes, Chester Nygren, Margaret Inman Ellis, 
C. G. Christensen, Catherine Grace, Barney Satz, Florence Porter, 
H. R. Titman, Joseph Calabrese, Jack Robinson, Andrew Sorbie, 
Emily Whitehill and Frank C, Armstrong Jr... 


we Sree 
Oe 


APPARITION—Ken Skillin, general ad 

manager of Armour & Co., be- 

decked in a single tank Scuba 

unit for underwater exploring, on 

his charter yacht, the White Swan, 
in Bahamian waters. 


Bx 


TrisuTE—Jerry Franken of Television Programs of America, who is 

“hog caller” (i.e., president) of the 156 Market Club, newly organ- 

ized group of New York publicists for tv film companies, warily 
receives the symbol of his office at a Sardi luncheon, 


Richard J. Turner, vp of Dawson & Turner Inc., Portland, Ore., 
agency, has been elected chairman of Portland’s Art Commission .. . 

Charles Vanda, vp-television at WCAU, Philadelphia, and Charles 
Shaw, news director, left July 8 for a month in Japan under spon- 
sorship of the U. S. ‘Air Force. They will join personnel from ten 
radio and tv stations-in other cities to view first-hand activities of 
our Air Force in Japan. Shaw will tape such news items as the 
Girard case... 

David R. Daniel, publisher of The Times, Hartford, Conn., and 
Paul W. Morency, president of WTIC-AM-TV, Hartford, have been 
reelected to the board of directors of Junior Achievement of Hart- 
ford Inc... 

Proctor A. Coffin, advertising and sales promotion manager of the 
New England Confectionery Co. (NECCO), Cambridge, Mass., has 
been elected president of the Babson Institute Alumni Assn... 
W. J. Pennington, business manager of the Seattle Times, has been 
elected president of the Seattle Control of Controllers’ Institute of 
America... 

Paul W. Litchfield, board chairman of Goodyear Tire & Rubber 
Co., Akron, celebrated his 57th anniversary with Goodyear on July 
15, and his 82nd birthday on July 26... 

Dr. Richard Roberts, advertising medical adviser at Ciba Pharma- 
ceutical Products Inc., Summit, N. J., became the father of his sixth 
child early in July. The newcomer, named James Michael, rounded 
out the family to a total of three boys and three girls... 
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Balance 


The New Yorker has found that it serves both its 
readers and its advertisers more effectively if it tries to 
maintain an intelligent balance* between editorial and 
advertising pages and an interesting variety in both. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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If you sell through Industrial Distributors, 
here's your ‘National’ hookup with ‘‘Local’”’ impact 


P.S. And if you don’t, 
find out what they can 
do for yeu. Reese for 
... new free hand 

“industrial Distributors” 


in  gedltnd ah 


‘Purchasing Week’ 
|Will Be Published 
| Beginning Jan. 6 


New York, July 23—Purchasing 
| Week, a new McGraw-Hill tabloid, 
| will bow Jan. 6, 1958. 
| The new publication, which has 
| been extensively researched, will 

| have newspaper format on coated 
| stock, and will specialize on cur-| 


Advertising Age, July 29, 1957 


nomic trends and purchasing meth-| and Management Digest, has been 


ods for purchasing executives. 


‘named publisher of -Purchasing 


Initial distribution will be 25,000.) Week. Raymond W. Barnett, man- 
First issue is expected to be about! aging editor of the company’s 


40 pages. 


| Industrial Distribution for the past 


Base advertising rate will be $600 | nine years, will be editor of the 


for a b&w page one time (page 
size will be about 10x14”). For a 
so-called junior page (accommo- 
dating a conventional 8x11” 
plate), the rate will be $430. 
Charles S. Mill, publisher of 
McGraw-Hill’s international pub- 


new paper. Kenneth McKinley will 
be advertising manager and will 
continue in his position as advertis- 
ing manager of Petroleum Process- 
ing. 


® Mr. Mill joined McGraw-Hill in 


rent information on prices, eco-|lications, Construccion, Industria, |1945. He was manager of promotion 


<<" WSM Talent aE 
Explodes into New Field! 


Grand Ole Opry Artists 
Long-time Kingpins of Country Music 


Now Have Four Solid Hits 


on Pop Honor Roll! 


TV, too 


During the lest six months, 


24 WSM artists have mode 
70 Network TV guest 
oppecrances. 


Tune Talent Billboard Honor Roll — June 17 
WHITE SPORT COAT MARTY ROBBINS Number 3 
BYE, BYE LOVE EVERLY BROTHERS Number 7 
FOUR WALLS JIM REEVES Number 8 
GONE FERLIN HUSKEY Number 15 


LOOK FOR MORE POP HITS FROM THIS ROSTER OF 


GRAND OLE OPRY STARS 


Roy Acuff 
Chet Atkins 
Rod Brasfield 
The Carlisles 
June Carter 


Carter Sisters & Mother Maybell 


Johnny Cash 


Wilma Lee & Stoney Cooper 


Cowboy Copas 

T. Tommy Cutrer 
Flatt & Scruggs 
Hawkshaw Hawkins 


Eddie Hill 
Stonewall Jackson 
Johnny & Jack 
George Jones 
Jordanaires 

La Dell Sisters 
Lonzo & Oscar 
Benny Martin 
Minnie Pear! 
Bill Monroe 
Jimmy Newman 


Odie & Jody 


Ray Price 

Jean Shepard 
Hank Snow 
Stringbean 
Ernest Tubb 
Justin Tubb 

T. Texas Tyler 
Porter Wagoner 
Kitty Wells 
Wilburn Brothers 
Del Wood 
Faron Young 


There is a difference ... it’s WSM radio 


50,000 WATTS, CLEAR CHANNEL, NASHVILLE * BLAIR REPRESENTED * BOB COOPER, GENERAL MANAGER 
Ss ST ES) 


and research for Factory Manage- 


| ment & Maintenance for nine years, 


becoming publisher of the three in- 
ternational publications in 1955. 
Before joining McGraw-Hiil he 
had been an account executive with 
Horton-Noyes Co., Providence in- 
dustrial agency. 

Mr. Barnett became an associate 


editor of Industrial Distribution in 
| 1942 and was named managing ed- 
itor in 1944. He had previously 
been a reporter and editor on vari- 
ous newspapers in Westchester 
County, N. Y. 

Mr. McKinley became sales man- 
ager of Petroleum Processing in 
1954. Previously he had been with 
the Platt publications. # 


‘PURCHASING NEWS’ 
TO PUBLISH BI-WEEKLY 


DENVER, July 24—Purchasing 
| News, national monthly news mag- 
azine of the metalworking orig- 
inal equipment market purchasing 
field, announced today that start- 
ing Jan. 13, 1958, it will be pub- 
lished every other week. 
| The 26-issue schedule will cor- 
relate with its sister publication, 
Design News, the news magazine 
jot the original equipment market 
‘designers, which will increase its 
yearly issues from 24 to 26. The 
|\two magazines are published by 
the Rogers Publishing Co. # 


| Reinecke Appoints Steinbach 
Tom Steinbach has been ap- 
|pointed to the staff of Reinecke 
& Associates, Chicago, industrial 
designer and packaging consult- 
jant, as planning director. Mr. 
| Steinbach has been serving as an 
lindependent design consultant, 
jand previously was executive de- 
|signer with Raymond Loewy As- 
| sociates, Chicago. 


Grove Named President 

John A. Grove, General Elec- 
tric Co., Schenectady, N.Y., has 
| been elected president of the Hud- 
son-Mohawk chapter of the Amer- 
ican Marketing Assn. 


You're in 
good company 
on WGN-RADIO 
Chicago 


| Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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Se oe ei ll 


The Confident Wife 


whose job is hostess 


meal—they’re an important part of her all-important job of shaping America’s home-life. 


That’s why she turns to the one magazine that has the famous Institute, the 
most modern Laboratories to examine every new product, method and claim in 
the field of food. And the wife whose job is hostess naturally turns 

to the one magazine that gives her over twice as many handy food pages as any 


other women’s service magazine! It’s the magazine she learns by, lives by. 


v 
| Birthday parties, holiday dinners, patio picnics, Sunday suppers—and the everyday evening 
\ 


Good Housekeeping gave 


its readers 134.7% more 


food service pages 


than its nearest 


competitor in 1956 


(Lloyd H. Hall) 


il 


GOOD HOUSEKEEPING MAGAZINE A MAGAZINE B 


the buying guide of 31,000,000 women 


(Crossley) 


(ERARST MAGAZINE 


She's so sure when Good Housekeeping says so 
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2 2 he BAMAY WEEKLY 
F “SUPERCITY” 

_  fnelodes 525 counties 
wehare fomily coverage is 
 @verege coverage i: 60%. 
In 165 cities -where FAMILY i 
WEEKLY is distributed by 

the lecol newspoper, it — 
yeaches NINE out of ten 
fomilies, 


Redcl! ve oe from 3 
al Roya Woon : aia cto ba 


| NOW, ONE out of every $7.18 
iy sil 


va 


spent at retail in the U.S. is spent in a 
market saturated by 


FAMILY WEEKLY 


a 


13.9% of all U.S. retail sales are made 
in FAMILY WEEKLY’S Supercity Market 


Imagine saturating a market bigger in population (24,196,900) 
—and retail sales ($26.8 billion)—than the cities of New York « 
Chicago « Philadelphia + Detroit +» Baltimore * Boston « St. Louis « 
Cincinnati « and Kansas City combined! 


In the FAMILY WEEKLY Supercity, your sales prospects live within 
easy shopping distance of the heart of the market. 
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FAMILY WEEKLY delivers the world’s largest 


market that can be reached in such depth with a 
single medium . . and it’s growing every day! 


FAMILY WEEKLY combines the buying power of 165 selected markets into a giant Supercity of 
Sales that can add a whopping big portion of the U.S. to the sales potentials of national advertisers. 
Its saturation coverage of virtually-unduplicated markets enables advertisers to expand and supple- 
ment most any pattern of media and market schedule by reaching 165 additional 


markets effectively and economically. 


Their populations have increased at a rate averaging 66% greater than the 
national average. And FAMILY WEEKLY's 165 distributing newspapers are 


keeping pace in circulation and influence. 
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In terms of its markets, saturation coverage and sales influence, FAMILY 


WEEKLY belongs on your media list. Let us tell you why. 
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The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
Philadelphia + Detroit - Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 


. Utilize Psychological 


Styling of Autos, 
Dichter Tells Detroit 


Detroit, July 23—Dr. Ernest 
Dichter, president of the Institute 
for Motivational Research, told 
Detroit last week it will have to 
adopt “psychological engineering” 
to maintain high car sales. 

Addressing an Esquire-spon- 
sored automotive industry lunch- 
eon, Dr. Dichter said car advertis- 
ing should be revamped to meet 
the new psychological needs of 
motorists. 

Specifically, Dr. Dichter ad- 
vanced ideas such as the following: 


e “Help the motorist rediscover 
the thrill of driving. . .How long 
has it been, for example, since an 
automobile company has talked 
about driving as a means of re- 
laxation—of discovering the coun- 
tryside?. . .It may be important to 
start talking again about the fam- 
ily ride. . .” 


Your customers are here. . 


YOU SHOULD BE, TOO! 


Sell Columbus with the Dispatch. To be competitive in this 
rich Central Ohio market, your product must be pre-sold. . . 
and you'll do the best job when you tell your sales story in 
The Columbus Dispatch. It’s the reader’s and advertiser's 
favorite newspaper . it generates the sales you want! 
With it you can domiriate a billion dollar 12-county retail 
trading area . . . blanket a city zone population of 502,000 
and gain readership in 9 out of 10 homes. 


As Columbus buys . . . so buys the nation. Advertisers in every 
field recognize Columbus as the No. 1 Test Market in the 
Midwest. If you have a product to sell . . . prove its accept- 
ance first in the Columbus market. 


Write for our 11th Annual Con- 

sumer Analysis. Rates, market f 
data and information on ROP fF 
color upon request. 


“ Golumbus Dispatch 


TELEPHONE CApitel |-1234 
NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., 
Angeles, San Francisco 


McAskil 
MEMBER METRO SUNDAY 


New ) 


1, Herman & Daley, Inc.) oi Beach 
COMICS AND MAGAZINE NC TWORKS 


TELETYPE CL 47! 
Detroit, Chicago, Los 


Advertising Age, July 29, 1957 


e The car is a symbol of individ- 
uality. Increased sales of small 
European cars and sports cars “can 
only be interpreted as a strong de- 
sire for a new kind of car that 
expresses individuality.” Detroit 
should start thinking about “the 
man’s car, the woman’s car, son's 
and daughter’s cars, or cars de- 
signed for different functions—for 
long trips, for short trips, for sum- 
mer, for winter.” 


e Styling should be psychological 
—‘a car designed for the introvert, 
the extrovert, the aggressive, the 
timid person.” 


e The manufacturer should make 
his customer a psychological part- 
ner. How? By making him an act- 
ual stockholder in the company. # 


RCA Forms 9-Man Group 
to Boost Color TV 


Radio Corp. of America’s RCA 
Victor tv division, Camden, N.J., 
has formed a 
nine-man group 
of promotion 
specialists to 
concentrate sole- 
ly on color tv ac- 
tivities. Heading 
the new group as 
manager of color 
tv market devel- 
opment is Roger 
S. Drew, former- 
ly vp of sales, 
advertising, mar- 
keting and merchandising of Fred 
Meyer of California, San Francis- 
co metal design fabricator. 

Mr. Drew will have a represent- 
ative in each of RCA’s eight re- 
gions. 


Roger Drew 


Puerto Rico Issues Guide 
Booklet for Conventioneers 

An illustrated 36-page booklet 
depicting the Commonwealth of 
Puerto Rico as the newest “over- 
seas” center for meetings and 
group conventions has been issued 
by the commonwealth’s Depart- 
ment of Tourism, 579 Fifth Ave., 
New York. 

The new booklet, which is avail- 
able upon request, covers Puerto 
Rico’s meeting and banquet facili- 
| ties, hotel rates, convention equip- 
|ment and recreational facilities. 


Appointed by TvB 

Keith Culverhouse, formerly di- 
rector of advertising and promo- 
tion of WPIX, New York, has been 
named assistant sales promotion 
director of the Television Bureau 
of Advertising, New York. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new progeeenmens to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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new and exciting 
romantic adventure 


Edmund Purdom, kaewn to mil. 
lions as the star of such great 
films as THE EGYPTIAN, THE 
» PRODIGAL, THE STUDENT 
PRINCE and JULIUS CAESAR, 
now appears in his greatest rote 
as MARCO — foe of the Medici 
and the Borgias! 


ARTIST — neintion the eS 
Fierentine women 


Moving with the swiftness of a s~ord-thrust 
from the pages of history, this thrilling 


Ss new séries is set against the background of 

bel . Europe’s most dramatic era — the 

OF a ¢ italian Renaissance — marked by men like 

Git < Michelangelo, the Medicis, the Porgias. 

a soe cial This Unusual and exciting production 

e ; an fro" a has been created for a peer inaae 

—_—- a prestige showcase em illo: untimited 

exploitation, Make Sword o| (:cedom 

your ase sales to. (or Fall 

ae by the makers of ROBIN HOOD! 
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‘As Advertised’ Brands Reverse Downward 
Trend in Home Sales, L.A. Builder Discovers 


Los ANGELES, July 25—In a slug-| were then in the planning stage.” ' 
| When he got the idea of promo- | 
|ting houses through the use of | 


gish home-buying market, the Al- 
don Construction Co. here turned 
to a promotion campaign that 
pushed houses featuring nationally 
advertised products—and sold 120 


homes, worth $2,000,000, in a week. | 


Aldon used newspapers, radio, 
tv and outdoor boards to announce 
the brand-name features of its 
houses in North Ridge Plaza, new 
development site in the San Fer- 
nando Valley. Aldon is now busy 
finishing what remains of a 476- 
home tract site. 

Willard Woodrow, president of 
Aldon, got into all-brand-name 
houses after he found his housing 
starts dropping from 1,100 in 1953 
to about 250 last year. He went 
off to the Building Trades Fair in 
Chicago this year, but found “noth- 
ing new or sufficiently unusual to 
incorporate into the homes that 


aa : ound 
*STIK 


KLEEN 


IDEA NO, 114 

“On the Ball” for TASTYKAKE 
“Striking’’ up interest in Phila- 
delphia’s baseball team, TASTY 
BAKING CO. carries this huge 17” 
ball on their trucks during summer 
months. Ad Mgr. J. L. KNIGHT 
“‘pitched’’ for KLEEN-STIK 
FLEX-STIK “B” —the rubber-im- 
regnated outdoor adhesive stock — 
scause it holds tight in spite of 
rain, heat, oil and abrasion . . . yet 
removes cleanly even after months 
of exposure. Brilliant red print job 
"HO of 


ITAKER and Prod. Mgr. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


— it’s been running for three seasons! 


P.O.P. Ideas | 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 115 


CARNATION Customer-Catcher 


Clever’s the word for this unique 3-D 
“salad seller’’ by CARNATION 
COMPANY, Los Angeles. Built 
around a “‘pop-out”’ package replica 
of the company’s Cottage Cheese, 
it was whipped up by Carnation’s 
Adv. Dept. and SCHMIDT 
LITHOGRAPH CO. of San 
Francisco. Tasty illustration of 
fruits and vegetables sets off the 
headline “Salad Tonight!"’, while 
ingenious die-cutting locks oes 
instantly to give depth. And self- 
sticking, peel-an’-press KLEEN- 
STIK Strips make it easy to as- 
semble and attach to supermarket 
walls, cash register, or other promi- 
nent spot. 


See your regular printer, lith- 
ographer, or silk screen 
»rinter for more business- 
puilding KLEEN-STIK ideas 
...0Fr write on your letterhead 
for our free *‘Idea-of-the- 
Month”. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 
7300 W. Wilson Ave. ® Chicago 3}, Ill 
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|brand products made famous in 
|national media, Mr. Woodrow de- 
| cided to tie in with Life and its 
merchandising label. His campaign 
|was built around the 
“each home 
with materials and features that 
have gained public recognition 
through advertising in Life.” 


s The Aldon agency, Stiller, Rouse, 
Berggren & Hunt, placed the first 
newspaper ad four weeks after 
work started on North Ridge Plaza. 
It ran in all Los Angeles newspa- 
pers and in three in the San Fer- 
nando Valley. 

This was followed by a four- 
day saturation radio campaign 
(eight stations using 60, 30, 10 and 
7-second spots). Six tv stations 
also carried spots, and 50 outdoor 
boards throughout the valley were 
used. 

Much of the newspaper copy was 
given over to branded appliances 
and their merits. Individual selling 


was also hinged to this approach. 


|All home salesmen wore identifi- 
| cation badges styled as Life covers. 


In ten days, Aldon spent about 
$60,000 for advertising. But the 
company will use the same tech- 
niques for selling homes in a new 
development in Tarzana. This one 
will have 400 homes in the $30,000 
to $35,000 range. 

Mr. Woodrow said Aldon plans 
to sell about 2,000 homes with the 


his ad budget would run to about 
$500,000. = 


Binning Joins WCAU-TV 

Smith Binning has _ joined 
WCAU-TV, Philadelphia, as di- 
rector of sales development. He 
formerly was an executive stafi{ 


idea that | 
will be constructed | 


technique this year. He added that | 


Macleod 
READY—At a luncheon in New York to get the “Marjorie Morning- 
star” promotion off the ground were Robert F. MacLeod, publisher, 
and Mary Phillips, editor, Harper’s Bazaar; Natalie Wood, who will 
play the title role: and Warner Bros.’ Robert S. Taplinger, vp and 
director of advertising and pr, and Howard Shoup, fashion designer. 


Wood 


q 


Shoup Phillips Taplinger 


Investment in Fall 
Shows Brought Dip in 


Earnings: Goldenson 


New York, July 23—Earnings of 
both the theater and the broadcast 


ing-Paramount Theaters declined 
during the second quarter of the 
current year, Leonard H. Golden- 
son, president of the company, has 
reported. 

Estimated operating net profit 
for the second quarter of 1957 was 
| $957,000, or 21¢ a share, against 
| $1,632,000, or 37¢ a share, for the 
corresponding period in 1956. For 
the first six months of the current 
year, estimated net operating prof- 
it was $2,700,000, or 61¢ a share. 
Comparable figures for the same 
period in 1956 were $4,202,000, or 
97¢ a share. 
| Mr. Goldenson’s statement to 
| stockholders explained that this 
| financial picture was partially due 


divisions of American Broadcast- | 


member of the S.I. Newhouse or-|to the “substantial commitments” 
ganization in Syracuse and Har-|made by ABC Television in an ef- 
risburg, Pa., and before that was|fort to build a stronger program 


director of radio and tv for Coe|structure for fall. He noted that 


DAVE PRATT. A “hit’’? Must be | 


Advertising Agency, Syracuse. 

| 

Parker Controls Meyer-Rotier 
Glenn Parker, formerly exec vp 

of Kalmbach Publishing Co., Mil- 

| Wentaee, has acquired control of 
Meyer-Rotier Printing Corp., Mil- 

vaukee, and has assumed active 

management as president. 


more desirable programs are being 
| brought in to replace the less at- 
tractive ones on the schedule. 

= Mr. Goldenson also emphasized 
that ABC-TV’s improved fall pro- 
gram structure “will be reinforced 
by new affiliated station outlets in 
major markets heretofore closed to 


& white) has what 
Lots of it— phone, 


THOS. F. 


Lucky you if McGrath is given the job 
of making your engravings. This long- 
time Chicago engraver (color and black 


superb, true-to-copy engravings. Proof? 


& ASSOCIATES 


Photo Engravers Day & Night Service 
160 E. Illinois St. 
Telephone: DE laware 7-5142 


it takes to give you 


write or call 


McGRATH 


Chicago 11, Ill. 


ABC on a regular basis.”” He men- 
tioned Miami, Boston, Omaha and 
Norfolk. 

| As for the theater side of the 
business, the AB-PT president re- 
ported that the seasonal down- 
turn in moviegoing was sharper 
in the second quarter of this year 
than last. + 


Style, 110-Degree 
Tube Are Motifs of 
Canadian TV Set Ads 


Toronto, July 23—The most 
ambitious promotional plans for 
Canadian tv since the initial rush of 
buyers to install sets have as their 
objective the same sort of “obso- 
lescence” buying motivation which 
sends car buyers scurrying to the 
auto-sales rooms each year. 

Canadian Admiral, for example, 
is budgeting for a 150% boost in 
advertising, the main theme of 
which will be styling and newness. 
Locke, Johnson agency is handling 
the account. 

The industry is pinning its “ob- 
solescence” sales hopes on the 110° 


slicing of a tv cabinet to 16” from 
23” and adapts it to room decor 
instead of creating an object that 
looks like a packing case in 
mahogany. 

Westinghouse, which has tuned 
its productive facilities up to turn- 
ing out 70% of its output with the 
110° tube, is looking to a fall pro- 
motion out of the McCann-Erick- 
son shop. 


= Campaigns for Canadian Gen- 
eral Electric’s tv sets and for 
Sylvania are being prepared by 
MacLaren and Stanfield respec- 
tively. Kenyon & Eckhardt is also 
reportedly getting a drive ready 
for RCA. 

The new styling, in reflection of 
the 110° tube, provides the impetus 
the tv industry needs to get off 
the skids. Sales last year suffered 
a 20% sinking spell—from 776,536 
sets to 612,871. Producers’ sales in 
the first four months of 1957 
totalled 126,593 units, a decrease of 
23.9% from the like period of 1956 
when 166,253 units were sold. 

Sales reached their peak in 1955, 
concurrent with the establishment 
of telecasting stations in major 
centers. + 


CBS Names Livingston 

Robert Livingston has been 
named Pacific Coast sales manager 
of CBS Television, succeeding the 
late Frank Samuels. Mr. Living- 
ston currently is an account ex- 


office. 


| McAskill, Herman Adds One 

| McAskill, Herman & Daley, Mi- 
| ami Beach, has been named to rep- 
lresent the Washington Star in 
| Florida and the Caribbean area, ef- 
| fective Aug. 1. 


picture tube, which permits the) 


ecutive in the network’s New York | 


Advertising Age, July 29, 1957 
Warner, Bazaar’ 
Set Tie-in Push 


for Morningstar’ 


Clothing, Cosmetics 
Makers Share in Effort 
to Hit Climax Next April 


New York, July 25—Warner 
Bros. and Harper’s Bazaar are 
joining forces with about a dozen 
ready-to-wear manufacturers for 
a spring, 1958, promotion of the 
Warner picture, “Marjorie Morn- 
ingstar.” 

The manufacturers will supply 
the fashions for the motion picture, 
which will be featured in the April, 
58, issue of the Bazaar. The issue 
also will carry an advertising sec- 
tion of about 12 pages represent- 
ing the participating manufactur- 
ers. 

The ads making up the section 
will share the same format and 
will be handled by a single agency, 
to be appointed around Jan. 1. 

According to Warner Bros., the 
manufacturers expected to take 
part in the promotion include Fil- 
col evening dresses, Eloise Curtis 
and Hannah Troy daytime dresses, 
Dorian negligees made from Peter 
Pan fabrics, Coro jewelry, Ritter 
furs, Catalina swimsuits, Kayser 
lingerie and _ hosiery, Maurice 
Sandler sweaters, Ingber hand- 
bags, Lady Esther cosmetics and 
Juliette Marglen lipsticks and nail 
polish. 


s Warner also expects to work 
with the Textile Color Card Assn. 
in the development of a “Morning- 
star blue” color which will be 
used not only in fashions but also 
for products in such fields as 
home furnishings, luggage, auto- 
mobiles, airlines and appliances. 

The clothes will be coordinated 
by Harper’s Bazaar for use in the 
film, with individual screen credit 
| to the participating manufacturers. 
The motion picture will be dis- 
tributed nationally in April to co- 
incide with the April issue of the 
magazine, and the clothes and 
products will be available in stores 
during spring and summer ’58. 

Natalie Wood, who plays the title 
role in the film, will participate 
in direct department store tie-ins 
in selected cities, wearing the 
clothes featured in the film. About 
200 stores are expected to take 
part, = 


Terry Joins Johnson & Lewis 
as General Manager 

Walter Terry, formerly ad man- 
ager of Fluor Corp., Los Angeles, 
engineers and contractors, has been 
|appointed to the 
new post of gen- 
eral manager of 
Johnson & Lewis 
Advertising, San 
Francisco. 

Prior to joining 
Fluor in 1952, 
| Mr. Terry was a 
|professor of ad- 
ivertising and 
| marketing at the 
University of 
Southern Cali- 
fornia. He was also assistant dean 
of the university’s school of com- 
merce. 


7-22: 


Walter Terry 


Riordan, Sinclair Join Geyer 

John H. Riordan, formerly with 
|Roy S. Durstine Inc., has joined 
|Geyer Advertising, New York, as 
jan account supervisor. Ralph H. 
Sinclair, previously with Maxwell 
Sackheim Inc., has rejoined Geyer 
as a member of the copy staff. 
|Mr. Sinclair had been with Geyer 
| in 1953 and 1954. 
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Bedell Sees Australian, Japanese 
Advertising Following U.S. Example 


(Continued from Page 2) 
things booming in Australia. Met- 


| 


can cooperate for the good of the 
whole society, if the work force 


als are coming up in the economy. | can be increased, if the population 


Australian wages are relatively 
high, and the work force is rela- 
tively small. This puts some damp- 
er on production, which prevents 
advertising from playing as large 
a part as it might in expanding the 
economy, he said. 

“Nevertheless,” said Mr. Bedell, 
“Australian, Canadian, and Ameri- 
can advertising are much alike. 
The Australian business man is in- 
sular and isolated in location, but 
refuses to be insular and isolated 
in his thinking and in his business. 
He travels across the world freely, 
and is far better informed I think, 
than is his British ancestor. 

“Over and over in Australia I 
was asked if Australian business 
was shaping itself after British or 
American business. My reply was 
consistently that Australian busi- 
ness is becoming more and more 
like American business—not Brit- 
ish business. Not so much because 
Australians are copying America, 
but because in a free society, 
where men are not hobbled and 
handicapped by class and caste 
tradition, they shape their efforts 
and their institutions to achieve as 
much as possible for the most pos- 
sible people. That way they do the 
most for themselves too. Hence, the 
Australian finds it impossible, as 
does the Canadian, to follow the 
British pattern. 


s “In the U. S. we learned by po- 
litical accident how our economy 
could burgeon and expand. It 
wasn’t planned or even foreseen 
by the classical economists, or by 
business men. Demagogues playing 
for votes seized upon and legis- 
lated liberal ethical principles, and 
instead of their destroying big 
business and big profits—which 
they were willing to do—they 
found these liberal principles 
helped everyone. And the econ- 
omy hasn’t stopped growing yet. 
Perhaps no one has been more 
surprised by all this than the 
American business man who 
thought he was about to be de- 
stroyed. 

“If Australian capital and labor 
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Join the nation’s smartest 
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|can be expanded, if the country’s 


resources can be courageously 


sought out and exploited, there is | 


no Australian alive who can even 
guess how great the Australian 
economy can become. 


s “Australian advertising is about 
as good as American advertising, 
some of it better,” Mr. Bedell as- 
serted. “Agencies have less money 
to spend in proportion to the total 
economy, and I believe there are 
far fewer phony advertising men 
in Australia than in the U. S., 
where, whether ads work or not is 
far less important in many cases 
than whether they please a client. 
In short, Australian advertising— 
to be successful—has to do more 


work per dollar (pound) than is 
true in the U. S. 

“This is to say that there may 
be a little more sincerity in Aus- 
tralian advertising than in much 
American advertising. I believe 
agencies there may be more con- 
cerned with selling. They have to 
be. Just as we had to be in the 
1930s. 

“British ads are not uncommon 
in Australian papers and many of 
them—in measurement against any 
standards research suggests—are 
juvenile and naive in conception 
and execution. I think they might 
be likened to ads high school boys 
and girls might create for high 
school publications here. At the 
same time I grant there are some 
strong ads created in England.” 


s What about stores in Australia? 
Do they compare with American 
stores? 

“Yes. Quite favorably,” Mr. Be- 
dell says. “The top prestige big 
store of Australia is David Jones 
of Sydney, which in policy and op- 
erating ideals compares with Mar- 


shall Field & Co. But Jones is a 
good deal older store—though of 
course, not so great in volume. 
Their advertising—from the stand- 
point of selling merchandise and 
the store, is far more sophisticated 
in concept and effectiveness, and 
much less sophisticated in appear- 
ance, than Field advertising. 

“The largest of the Australian 
department stores is the Myer Em- 
porium of Melbourne. It is one 
of the most dynamic promotion 
stores in the world. It depends 
more on price to sell than I believe 
it should—but here again, it is a 
sophisticated outfit with no illu- 
sions as to the necessity for selling 
somehow.” 


s What about advertising in Ja- 
pan? 

“Japanese advertising is ham- 
pered by limited space available in 
publications,” according to Mr. Be- 
dell. “There are not nearly so many 
large ads as in the U. S., Australia, 
Canada. Newspaper advertising 
columns are likely to be dominated 
by ads for entertainment and for 
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magazines. 

“Department stores advertise in 
a far more limited way than here. 

“One advertising agency-—Dent- 
su—despite a little American com- 
petition—does about 40% of the 
total advertising done in all media 
in Japan, through a string of of- 
fices and some 2,400 employes. 
They handle many competing ac- 
counts, unlike American agencies. 


= “Japanese newspaper columns 
run across the page and read right 
to left. This obviously influences 
ad shapes. 

“Japanese illustration is inter- 
esting and the Japanese are eager 
to make copy work. 

“The esthetic gifts of the Japa- 
nese are in evidence everywhere 
in Japan. They rarely carry pack- 
ages in the street or on trains as 
| we do. Rather, they fold furoshiki 
| (large square cloths) around their 
books or papers or packages to be 
| carried, and then carry them by 
|the knotted four corners: These 
furoshiki are shown in department 
|stores in many hundreds of pat- 
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f . _ _ - _ 
of all adults in families with incomes of 


_ 1 New York City and suburbs read The News 


Source; Profile of the Millions...a study conducted 


by W. R. Simmons & Associates Research, Inc. 


Approved by the Advertising Research Foundation. 


Any New York News office can show you Profile. 


Be eS ee ES cM te Reino ~ oe lee geet | ee > SR ree ere NU 1S A) aa Sey ae 7 Citas as Tes “3 \ ae ee a SR aR es - 2. 9 gies Sere Oey Scie! Or” 2p Reg 
Ce SU Re ee gee ome ee ee rc eT i ss ay ee ae mer i ee lS 
x ¥ > A ES = es ok eae mt a eS as vet ale ee een al anh Reena eae 2 - Bei ie aa ee ee ee Re " ee ae iy ee eet a |g. tReet a eee Nea cea me ee ayy oie i 7 ae ict 
. oe. Ae SS ee i I Oi, i aR camila a | 
er Sc ee, i ier. gee Aka a oS ee Oe Se ee A, ee tee es Oo ee ee eee oe ‘ Fe ee ar 2 i rr een et AP wige: unre a 8 a ae 
ee a ke + 3 c ae oe 2 eee a pe : 7 ae ee) - : Seine i . ar cw ; ales ieiiei pets SA ae fe Meare Mee Bae 5 ae eee 
: OTR Oe . ¥ 4 j we: Aas ee a i ie iy Mbt Baie _ if Somer eee eee See ee es eS se aaa ae Nt a CS a 4 a ene RS 
a . ; cam et i ’ he eal Bh ae a ee ae a eR Sn ae ee eit 2 ee ae 
te 2 ‘ ; . ew 
Ne gil al ee 
4 souaety i 
wee " 
ae. : 
int. i 
an 
ms ™ ee 
ats ¥ 
ae 
Vaio ’ 
a) Sat 
ae 
7 y 
Pines 
aaa ala 7 
lee ee 
Cae oe + 
‘ se ee | Po r 
Braet s a, 
ee he ae 
eer he PO a 
. ee 
4 ; ee 
* eae 
Se ens os 
Bit i 
= areas wig 
oe us 
Stig. Ay Veena tra A 
ee ; . 
ea 
Mr ae.” “f 
ee ia i 
Bate Ee Die 
Fo aitetee et 
tT Py Sis & 
vite ce ate Pe 
eine : 
. _ 
Wie eee: A - 
eee ey 
“SEO = Ue a 
‘ eh 
ie “- 
ti a 
te A 
; are e EE ee Sa ————— sala - fia -= _ 
re : ' . rence 2 
‘ er: ies ve oe : + Bye : : Meas ah ‘ tiie 4 ’ ) 2 ‘ ‘ J * f 3 3 sits 4 
(gs eS ey a 
Bi pe tac . r = 
Me tty 4 ry 
ie Sie 2 7 
i = 
oe 
a ae 
* ee sor 
\ } oy Bhs 
| : 4 | 
| : 
ed oe i 
lars |} = | = ‘ 
Freee ie — - _ sigs 
ony hans eas Kat : 
Peay a | ue 
ive j me 
Pl ks ea a | pie 
eee | A ; eee et 
Bs Bere es aaa) ne 
Fara | FY \\ ste 
Bey =e: ai) ai 
Be. be aR j “ h N 
cstv) . eer ee nae 
ere ' aes Bei as 
‘ii aes shod vy j 4 E E ras 
Pores _ or Sn a ; 
hen a en, ; <¥ 
Pans “aaese ey “~ aa $ : 
et ee ae ~nn rae 
ee Ea i A 
ee . 
ey eee | bs 
a ON, ee x u 
ae i 
i : t 
, > : ; ‘ 5 
eek eee “Wrices ‘ ” . 
en eee | 3 . : 
| , fae ke ‘ mes 
. anaes : 7a es 
Bae io cir ise - $3 
‘eer i 43 " a 
of Bat ee Are: i oe 
rik ee = 
Ree | yf ha 
gaa ee 
eee v¥ ee ¢ a 
ee x" - % A 
i tales : 3 ; th ow - 
ai noe aw! cS 
oa 3 . 5 2 
ey oa 5 - : : 2 ala 
: ; ' 2 “a eH 
: ca tn 
eo | he . = 
eke: “4 co . ie ‘ oo 
; : | - * 4 Me 
bs ret “ < 
‘aa mh 
oe ‘ plaka 
Be? ; + : 
pee iG “3 : 
ob kan tet y on 
ZORRO EH be . : 244% 
ae ‘ a : 
nt Sa aes 
ons ee. . a . nie 
je eon . % x ’ a 
i, ae a e>. : : 2 - ; ; eee 
| j 4 * 
| . 4 
‘ |ANACIN q q : 
FAST 
PAIN | { : ; 
RELIEF more th 
avenen em | we 
; at | @ 000 P 
‘ ere ae oo, 
ee | 
ie | y i ee 
oe ; } : 
; | ; : p 
| 4 3 
“s 3 > = act a | 
ce Ca ; | ° ¥ : x % a a % rs Cae BID nein WE sia te -. ee 4 o 
Ok Uy: ? ie Ca ee ee ae a ’ She Oe ge eee ae y DR gs RR ‘ PE Me oO ME ss ‘ : 
heat peo ‘ 4 ‘ oe 
Bete. 8 , a 6 
ie ghet, “30 | : 
Bh ae ‘ q q ah 
= Pear : 7 ne Oa ie eae a 3 eee 2 i . ; : ie a * - 
“ Pt 4 ? eG ne % IP. i a é sa eé ae % y . .' ., i 
} . ’ Serer c spas, a er ee ia) ee aye rae oats a ot ee. oa ie aap ie Rae eh " 
Kins Ge ea ; ne ee wee a ‘piles. : hapa ee 1 ala i ree oe ‘abi oe \ oe 
a eRe om es (Ser = 6 aeeersrense are eer A ee es oe! <a ae ie kes | eee ae fhe ial kel. einer: eis: . ; F moe aoe 
eer oe Fe gg aia as eo — or ees caer oe A Se en Pn ce Sa ees eee ue a, ae Or aay 2 eee eg “ate Apres tee ane 
: Pee eee ON ey Sk es ee eet Ss.” ey Sa ee ee Wore ee eS Soe te eee eee oe ert ates He 6 ee came a 2 : oe. ; 
3 att ue ae Le le rae mame x a a <o cae Bd gs path Gil 2yesu ae, aD a hay ae OR ieee ake Cee are eS ES ae ie sees fn 5 ee ae oe ee Bei 8 ee = ees 
‘ See *. =e aE - 5 Nhl oi aay as Treat pena Ga, a Re lm Te Tg pc ae”, come ark eee See, tee ON PRI IRNRE Brae CN te RIEL 1 ~) 7 ee ‘emma oy Ne ae 


. 
Wa oa hae , 


Advertising Age, July 29, 1957 


terns and many fabrics. If you ex-|; perhaps the most ingenious -~ 
amine 500, 490 will be artistic and | earth. 
beautiful. They range in price from “T had translated to me J apanese | 
about 20¢ up to a good many dol-|ads that would be a credit to any | 
lars. _ business on earth. The Japanese | 
“Born perhaps of paper scarcity, jane struggling to reconstruct an | 
they continue to be used and add a|economy, and they want to sell 
colorful note in 1,000,000 places in | well. They are less apt than many | 
Japan. The wrapping paper in a|American advertisers to be taken | 
store, the matchbook covers, the | in by shallow theories of advertis- | 
paper napkins, scrapbook covers, ing that bloom in a period of opu- | 
the theater programs, are far more |lence and succeed whether anes 
apt to be of artistic interest there | sell or not. 
than here. | “Generally speaking these orien- 
{tal friends of ours live much more 
s “You drink saki everywhere in |simply than we do. But until al- 
pag It is served from small bot- | most all the population lives bet- 
tles made for the purpose—usually iter than is possible today, their 
of ceramic. We saw perhaps a|/economy can continue to expand 
thousand different saki bottles, and | without substantially increasing 
almost any one of them would be | the things a home needs to make it 
an appealing decorative addition to |complete in the American sense. 
an American home. “Anyone who leaves out the 
“Japanese signs are interesting, | Japanese as contenders among the 
particularly where they use Chi- | great economic forces of the future 
nese characters, which are more | makes a grave mistake. If Ameri- 
florid and interesting than the sim- |can assistance continues until they 
plified angular Japanese charac- |can consolidate their strength be- 
ters. Japanese spectaculars—and |neath their present achievements, 


moving neons of all kinds—are |they will take off like rockets.” # 


Mrs. Gunther Gunther Burns 
FOR A BETTER HOME—Richard Burns, Better Homes & Gardens rep- 
resentative, presents a check for $3,100 to Mrs. Robert 
of Galesburg, Ill., for winning the grand prize in BH&G’s home im- 
provement contest. Watching is Mr. Gunther. The Gunthers won 
top money plus additional prizes for a kitchen-remodeling project. 


Cc. Gunther, 


$5,000 and up incomes? 


... The News has more readers in families with 
over $5,000 incomes... than the New York Times 
& Herald Tribune combined ... and more than 


any two New York evening papers combined! 


A purse with a lot of coins and currency 
is better than one with a few. So is a market 
and a newspaper—for instance New York 
and The News! 

The News in New York City and suburbs, 
in $5,000 and up bracket families delivers 


Customers with better incomes buy more, 
can afford the best, are preferred prospects 
...and no other medium reaches so many of 
them in metropolitan New York as The News! 

In the largest market, The News gives you 
more chances to sell.. 


.reaches more home 


‘Sales Steady, but 
Gillette Shipments © 


ii 


Dip, Volume Is Off 


Boston, July 23—Carl J. Gil- 
bert, president of Gillette Co., at- 
tributed a drop in Gillette’s net 
income and earnings for the first 
six months of this year to lower 
factory razor blade shipments, to 
the declining home permanent 
market and to reduced earnings 
from abroad. 

Consolidated net income for the 
six months ended June 30 was 
$13,008,359, compared with $16,- 
209,877 for the corresponding pe- 
riod in 1956 and $14,028,616 for 
the first six months of 1955. Earn- 
ings per share of common stock 
for the six months just ended were 
$1.40, down from $1.75 for the 
same period in 1956 and $1.52 in 
1955. 

Mr. Gilbert said consumer pur- 
chases of blades continued to in- 
crease during the first six months 
of the year, but that U. S. factory 
blade shipments were lower. As a 
result of the high inventories of 
razor blades, the company laid off 
200 of its Boston workers. 


® The Toni divisicon of Gillette 
was said to be holding its share 
of the home permanent market, 
but over-all market sales were 
down somewhat during the first 
six months of this year. + 


Maryland NIAA Elects 

Joseph T. Hanlon, sales promo- 
tion manager of the crown and 
closure division of Crown Cork & 
Seal Co., Baltimore, has been 
elected president of the Maryland 
chapter of the National Industrial 
Advertisers Assn. Other new offi- 
cers are Eldridge N. Adams, Cam- 
bridge Wire Cloth Co., vp; Rich- 
ard L. Sands Jr., Speed & Co., 
vp; T. C. Andersen, Blakeslee 
Lane Inc., vp; John L. Phillips, 
metal products division, Koppers 
Co., secretary, and Lloyd H. Den- 
ton, Baltimore Convention Bu- 
reau, treasurer. 


Majestic Wax Names Schum 
Majestic Wax Co., Denver, ma 4 
er of dust control products, has 
appointed Walter L. Schump Ad- 
vertising, Denver, to handle its ad- 
vertising. Majestic’s principal 
product is Velva-Sheen. Arnold 
& Co., Denver, formerly handled 

the account. 


EANIT ond 
thus Southwest 


1,110,000 more than the Mirror 
1,170,000 more than the 
World-Telegram & Sun 
1,210,000 more than the 
Journal-American 
1,240,000 more than the Times 
1,410,000 more than the Post 
1,450,000 more than the 
Herald Tribune 


owners, more stock and bond holders, more 
families with children, more college alumni, 
more two car owning families, and more in 
the plus $10,000 income group! It’s the best 
medium for just about everything. 

Whatever your merchandise, The News 
with 4,780,000 readers daily should be your 
medium...for the most potent penetration, 
at the lowest cost! Ask the nearest News office 
for all the facts. 


The News, New York’s Picture Newspaper . . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in Am: ‘ica. ++ 


24 Counties of WEST TEXAS 
and Southern NEW MEXICO 


The Zi Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 
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s |as a permanent protective storage 
TechnicolorSets 
Introductory newspaper ads are 
. pushing the viewer and making a 
Drive for Color 
s + 
Film Processing 


special offer of a free plastic tray 
in which 12 viewer boxes can be 
Noted Movie Processor 
Aims to Add Business in 


filed compactly. The newspaper 
schedule for the introductory cam- 

Kodak Semi-Withdrawal 

Hottywoop, CaL., July 23—|) 


paign, which broke last week, calls 
|for three 1,000-line ads in 34 ma- 
Technicolor Corp. has launched its | through the remainder of the year. 
first national advertising to pro- Consumer and photographic trade 


jor metropolitan newspapers. 
mote its comparatively new color | publications also will be used. 
film processing service for ama- | 


s A total of 14 independent Sun- 
day supplements, plus Sports Illus- 
trated, Holiday, Sunset Magazine 
and other magazines will carry ads 


An accompanying merchandising 
campaign includes counter cards, 
window banners, window displays, 
dealer mats, and consumer price 
folders tailored to tie in at the 
local level with the selected mar- 
ket and national ad campaigns. 

McCann-Erickson, Los Angeles, 
is the agency. # 


Great Lakes Carbon Names 

Funk, Douglas to Ad Posts 
Richard S. Funk, formerly pro- 

motion director and secretary of 


ager of Great Lakes Carbon 


The new division takes in the for- 
mer perlite and dicalite divisions. 

R. L. Douglas, formerly ad man- 
ager of the dicalite division, has 
been named general advertising 
consultant to the mining and min- 
eral products division and will 
work with Mr. Funk. Walter A. 
Watson, ad manager of the perlite 
division, has resigned. 


Territory Reassignments Made 
James C. Wallace has been 
named western sales manager and 


| the Perlite Institute, New York,|Charles W. Cowman eastern sales 
|has been named advertising man- |manager of Miller Freeman Pub- 


lications, Portland, Ore. Each will 


Corp.’s new mining and mineral serve in these capacities for both 
products division, Los Angeles.|the Lumberman and the Timber- 
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man. Realignment of sales plan- 
ning is being done to coordinate 
sales and service functions of both 
publications more effectively, ac- 


|cording to a publication spokes- 


man. 


Five Sign for ‘O. Henry’ 
Gross-Krasne Inc., Hollywood, 
has sold its “O. Henry Playhouse” 
tv series in five new markets. 
Faultless Starch Co. will sponsor 


the program on WRBL, Columbus, 
|Ga. Four stations have also signed 
‘for the series: KFVS, Cape 
|Girardeau, Mo.; WDMJ, Mar- 
quette, Mich.; KROC-TV, Roches- 
ter, Minn., and KOTA, Rapid 
|City, S. D. 


teur photographers. | 

The company, which has been | 
in the motion picture film process- | 
ing field for 42 years, entered the 
amateur field last year. Its entry | 
followed last year’s government 
decree against Eastman Kodak Co. 
This decree required Eastman to 
cease selling its processing service 
with its film, and to work toward 
cutting back to about 50% of ama- 
teur color film processing, as com- 
pared to its nearly 90% share, 
which was considered monopolis- 


tic. 
Initial efforts of Technicolor 
from its Hollywood processing | 


plant were directed to the West 
Coast area, via a small campaign 
in regional magazines. The forma- 
tion of plans for national coverage 
began last August with the acquisi- 
tion of Pavelle Color Inc., New 
York. 

Emphasis in ads will be placed 
on what is felt to be the “magic” 
name of Technicolor, known to the 
public through its use in motion 
pictures. 


s In entering the amateur field, 
Technicolor will push two features 
—a direct mail processing system 
for consumer convenience, and a 
plastic viewer slide box in which 
all 35mm Anscochrome, Ekta- 
chrome and Kodachrome color 
slides processed will be returned to 
customers. Both these features will 
be highlighted in ads and point of 
sale material. 

The mail processing is built | 
around the sale of direct mail proc- | 
essing bags to photographers as 
they purchase color film. With 
these bags, consumers send their 
color films direct to Technicolor, 
which returns the processed slides 
to the consumer’s home. 

The plastic viewer slide box is 
designed to provide a mailing con- 
tainer for processed slides—in ad- 
dition giving the customer a mag- 
nifying viewer, which also serves 
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Test your personality 


Psychologists say the ink blot (Rorschach) test below helps determine the nature of a personality. 


It gauges imagination, charm, persuasiveness and the like. But every businessman knows another 
way to appraise his sales personalities—in terms of his sales dollars. (Turn page sideways’) 
The two hundred creative personalities at the fourteen major-market stations represented by 


CBS Radio Spot Sales pass both tests with flying colors. As recording stars, former show people, 
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Whither Conservatives? Agencies with 
Canadian Government Accounts Wonder 


Toronto, July 23—Now that the 
Conservatives are in the saddle, 
the question that perturbs many 
an adman here is: What’s on the 
new client’s mind? 

The federal government is a 
$3,500,000 advertiser. Already the 
new party in power has shifted 
the Bank of Canada account from 
Walsh Advertising Co. to McKim 
Advertising Ltd. McKim is gener- 
ally regarded as a Conservative 
agency. 

Walsh reportedly had completed 
about 75% of the preliminary work 


on a planned program for a sav- 
ings bond campaign for the Bank 
of Canada in the fall. 

Now McKim is planning the 
same selling campaign—an annual 
event in Canada for several years 
—just in case the government de- 
cides to go ahead with it again 
this year. 

Since the campaign is a reflec- 
tion of the avowed war on infla- 
tion, to which any government— 
Conservative or Liberal—is com- 
mitted, it’s virtually certain that 
McKim will get the green light 


| Ottawa, of which $522,000 was for|and mashed potatoes, and meat | 


| Advertising Co. $979,000 each. 


31 
from Parliament Hill. A handful of other agencies got|print and tv, have not yet been 


the remaining business that made | finalized. 
® McKim handled the Conserva-|up the $3,500,000. + 
tive campaign in the recent elec-| 


tion. ‘Campbell Sponsors New Line 
Cockfield, Brown & Co. is gen-| Campbell Soup Co., Camden, 
erally thought of in the trade as NJ., has begun national distribu- 
the Liberal agency, although sev- tion of a new line of frozen pre- 
eral other agencies handled part|pared meals known as Main 
of the government business in/Courses. The items, packed under 
1956. jthe Swanson label in aluminum 
Walsh, for example, picked up a/trays, consist of beef with gravy 
tally of $780,000 last year from |and parsley potatoes; fried chicken 


\BotA Publishes Papers’ 
‘56 Advertising Records 

Copies of “Expenditures of Na- 
tional Advertisers in Newspapers: 
|1956” are available from the Bu- 
lreau of Advertising, American 
|Newspaper Publishers Assn., New 
York, or its branch offices. The 
volume shows newspapers hit a 
new high of $737,996,000 in 1956 
| (AA, June 3). 
| The bureau has also published a 
new “Roster of Bureau Members,” 
which describes its sales work and 
services and contains a listing of 
its 1,061 members. 


the Department of National De-|loaf with tomato sauce and green 
fense. Ronalds Advertising Agency | beans. They sell for 55¢ to 59¢ 
Ltd., Montreal, got $790,000, andjeach. The new products have been 
Cockfield, Brown and MacLaren jin test markets for the past eight 
months. Ad plans, which include 


newspaper columnists, world travelers and farm managers (there's even a circus barker among 
them)—they attract large and faithful audiences. When they talk— people listen. When they sell 
— people buy. Put their selling instincts to the test on your product. 


CBS Radio Spot Sales represents WCBS, New York - WBBM, Chicago - KNX, Los Angeles - WCAU, Philadelphia - WCCO, Minneapolis-St. Paul - WEEI, 
Boston - KMOX, St. Louis - KCBS, San Francisco - WBT, Charlotte - WRVA, Richmond - WTOP, Washington - KSL, Salt Lake City - KOIN, Portland, Ore. 


WMBR, Jacksonville - Columbia Pacific Radio Network - Columbia New England Radio Network. CBS R A I ) I¢ ) SPC yT S ALE ~ 
-~ 


Official Acquires Series 
Official Films, New York tv 
film producer-distributor, has ac- 
quired “The Errol Flynn Theater” 
for first-run syndication. The 26- 
program series has been set for 
immediate distribution. Inter-TV 


Films Ltd. is the producer. 


Weekend 


MAGAZINE 


The 
biggest 
single 
selling 
force 
in 


Canada 


Greatest Circulation 
— 500,000 more than the 
next publication 


Greatest Coverage 
— 2 out of 3 of all the Eng- 
lish speaking urban families 


Greatest Dollar Volume 


— half again as much as any 
other magazine. 


Represented in the United States by: 


O'Mara & Ormsbee — 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 
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in editorial excellence... 
in circulation quality... 
in depth of coverage 


Rush Leaves Official 

Herman Rush, vp in charge of 
sales and board member of Offi- 
cial Films, New York, has resigned 
his post, effective Aug. 1. Mr. Rush 
said his resignation was prompted 
by a desire to open his own busi- 
ness. Official will not name a suc- 
cessor for Mr. Rush, whose duties 
will be taken over by vp Raymond 
Junkin. 


*"Wingspread’ Names Galloway 
Wingspread, Dayton, O., a news 
magazine published for Wright 
Patterson Air Force Base, by E. 
Clifford Snyder and Peter J. Tro- 
hatos, has appointed James C. Gal- 
loway & Co., Los Angeles, its ad- 
vertising representative for 11 
western states and Texas. 


Swiss Brewing 
Combine Acquires 


Hensler Brewing Co. 


Newakk, N. J., July 23—Joseph 
Hensler Brewing Co. has been sold 
to Bryton Ltd., a Swiss corpora- 
tion which reportedly owns brew- 
eries in other countries. 

While no financial details were 
disclosed, it is understood that the 
Hensler family has sold its con- 
trolling interest in the local brew- 
ery, which was founded in 1860, to 
the Bryton syndicate, which no- 
body in the local brewing industry 
seems to know anything about. At 
the commercial section of the 
Swiss consulate it was said that 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combin- 
ation of competitive stations ... at by 
far the lowest cost per thousand. 
(Nielsen & SR&D) 
They serve this amazingly rich in- 
land market which contains 4 of the 
top 5 counties in farm income in Calif- 
fornia, the nation’s leading farm state 
— and has an effective buying income 
of almost $4.3 billion dollars. (Sales 
Management’s 1956 Copyrighted Sur- 
vey & US. Dept. of Agriculture’s 1954 
agricultural census) 
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Sacramento, California 
Paul H. Raymer Co., 
National Representative 
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Bryton operates breweries on the 
West Coast of Africa, in Ghana 
(formerly the Gold Coast), but no 
other information about the con- 
cern was obtainable. Nobody at 
Hensler’s could be reached for de- 
tails. 

Dewey Pinsker, president of 
E. T. Howard Co.,° New York, 
Hensler’s agency, told ADVERTISING 
AcE that he had been unable to 
learn details of the sale, but that 
he had been assured that the brew- 
ery would continue its advertising 
and that there would be no agen- 
ey change. 


s Hensler, which sells in New Jer- 
sey only, uses about 100 radio spot 
programs weekly and about ten 
newspapers. This advertising will 
be continued, Mr. Pinsker said. 
Hensler has a capacity of 250,000 
bbls. a year. In 1956 it sold about 
95,000 bbls., of which about 40% 
was packaged beer. 

Edward P. Hensler, president 
of the company founded by his 
grandfather, will remain as pres- 
ident and chief executive officer. 
The only change in personnel, it 
was said, will be the resignation 
of Gilbert A. Hensler, also a grand- 
son of the founder, as treasurer. 
He will be replaced by James E. 
Markham, formerly U. S. alien 
property custodian. Mr. Mark- 
ham’s connection with Bryton 
could not be learned. Gilbert 
Hensler is expected to retire from 
active business. + 


Minnesota Benefits to Be Told 
in Series of $4,000 Ads 


A $100,000 advertising campaign 
aimed at promoting Minnesota’s 
industrial growth will be launched 
this fall through Bozell & Jacobs, 
Minneapolis. The agency reported 
that 26 ads will be run in the Wall 
Street Journal, each two-thirds of a 
page, during 26 consecutive weeks 
beginning in mid-September. Each 
of the ads will take $4,000 of the 
campaign’s budget. 

The state will contribute $25,000 
for the fall push. Minnesota indus- 
try will be asked to raise an addi- 
tional $25,000, and Minnesota com- 
munities $50,000. } 


Chilton Names Buckley 

Chilton Publications, Philadel- 
phia, has named Buckley Organi- 
zation, Philadelphia, to handle di- 
rect mail advertising for its book 
division. 


| You're in 
good company 
on WGN-RADIO 
| Chicago 


Top-drawer advertisers 
are buying WGN 


| 

| 

| 

| 

| 

Join the nation’s smartest 
| time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
| attractive to you. 
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Get ready to influence 
1958 builder buying 


decisions NOW! 


For more than 100,000 building men (and the biggest 
builder audience you can reach in any manner) the hour 
of buying decision comes when they estimate, plan and 
design their building jobs. It is the moment they reach 
for their DSF—the moment your complete product 
information must “‘be there’’ to be selected—a moment 
every builder reaches time and again all year long. 


The 1957 DSF is on the job now—a huge success in the 
opinion of the thousands of PRACTICAL BUILDER 
subscribers who use it constantly. Right now is the time 
to “‘ear-mark” your budget and make sure your com- 
plete product data is included in the 1958 edition— 
distributed next April. 


5 South Wabash Avenue Chicago 3, Illinois 


i i ae ale 


HH annual) Data & Specifications File . . 


Data & Specifications File 


© INDUSTRIAL PUBLICATIONS, INC. Also Publishers of Practical Builder and other leading industry publications. 


SUCCESS 


Builders like the extensive improvements in the 1957 (17th 
. and they are using it 
constantly . . . for planning . . . estimating . . . buying. Here’s 
the proof; answers to a just completed survey of 10,000 users 
(complete details on request): 


How do you use it? 
A. For estimating, 76% In planning, 69.6% 


When purchasing materials or equipment, 67.4% 
Q. 


How often do you use it? 
A. Daily, weekly or every month, 76.2% 


Q. Are “catalog type” ads more helpful than “selling” ads? 


A. Yes, 94.1% 


Do you like the new DSF? 
A. Yes, 99.5% 


WHAT IS THE DSF? 


. the original annual reference file for more than 100,000 building men 

. the only complete, carefully indexed working reference designed 
to save builders time and money 

. the only reference file that gives the builder complete construction 
data and manufacturers’ product information in a single source 


HOW DOES IT WORK? 
e It provides all the technical building data the builder needs 
e It shows the builder how to quickly and accurately plan his 
building requirements 
e It contains complete check lists on all build- 
ing industry standards 
elt gives the builder cost control systems 
e It provides the builder with basic design data 
e It helps the builder buy efficiently 
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Fall Push Set for Tabby 


Usen Canning Co., Boston, will 
run a fall campaign in newspa- 
pers and Family Circle for Tabby 
cat food. Ads will offer coupon 


giveaways of Tabby and empha- 
size the health value of the fish 
composition of the cat food. In- 
galls-Miniter-Haughey, Boston, is 
the agency. 


\f you are 
interested in 
RECRUITING - 


STOCKHOLDER 
RELATIONSHIP- 


INCREASED SALES- 


look to the 
ALUMNI MAGAZINES 


~Advertising Age, July 8, 1957 


"More Leaders among our Readers" 


Apple-Hued Red Spot 
Highlights Formtit's 
Fall Magazine Ads 


Curicaco, July 23—A small bright 
red apple, appearing in an other- 
wise b&w ad, will be a feature of 
print fashion ads in the fall cam- 
paign of Formfit Co., Chicago foun- 
dation garment maker. 

Purpose of the color spot will be 
to attract attention and to increase 
remembrance and recognition of 
Formfit ads. Consumer tests have 
indicated the apple will do both, 
according to Arthur H. Baum, 
Formfit’s ad director. 

“Moreover,” he says, “women 
who saw the ads recognized in the 
apple a variety of excellent sym- 
bols. To one it meant the garden 
of Eden. To another it said, ‘Be 
the apple of his eye.’ To a third 
it said, ‘The girdle will fit you like 
the skin on an apple.’ 

“These are only a few of the 
things women said about the ap- 


| AVAILABLE 
THIS 
SEPTEMBER 


SPONSORSHIP 
| OF PROGRAMS 
h Like "Dr. Hudson's 
\y Secret Journal”, 
\y “Whirlybirds”, etc. 
hes res 


FIRST FULL 
COVERAGE OF 

SOUTHERN | 
NEW ENGLAND 


Se 


HARTFORD, 


ALL IN PRIME 


VIEWING TIME 


Full-length movies at 
7:30 and 10:15 nightly, 


q 
Renee 


CONNECTICUT 


} 
| 


FULL MINUTES 


IN TOP MOVIES 


‘a Like “African Queen”, 
; “Moulin Rouge”, etc. | 


COLOR sPOT—A bright red apple in 

an otherwise b&w ad will be a 

feature of the fall magazine cam- 

paign of Formfit Co., Chicago. 

MacFarland, Aveyard is the agen- 
cy. 


ple, which convinced us that it 
would add to the distinctiveness 
of the Formfit ads,’ Mr. Baum 
added. 


s Among the magazines scheduled 
to carry ads of this series are 
Charm, Farm Journal, Glamour, 
Good Housekeeping, Harper’s Ba- 
zaar, Holiday, Household, Ladies’ 
Home Journal, Life, Mademoiselle, 
McCall’s, Modern Romance, Photo- 
play, True Story and the New 
York Times Magazine. 

Canadian books on the list are 
Chatelaine and La Revue Popul- 
aire. They’ll use b&w apples, how- 
ever, as will ads in American Girl, 
Co-ed and Seventeen which will 
feature Formfit’s Bobbies under- 
garments. 

B&w ads (with b&w apples) 
also will appear in 260 major dail- 
ies. 

MacFarland, Aveyard & Co. is 
the Formfit agency. + 


Radow Takes on Partner 

Andrew J. Alpers, since 1954 an 
account executive of Radow Ad- 
vertising Agency, Columbus, O., 
has formed a partnership with 
Charles C. Radow, company head 
and senior partner. The organiza- 
tion will operate under the new 
name of Radow & Alpers Advertis- 
ing Agency. 


Advertising Age, July 29, 1957 


|10¢ Candy Bar Would 
'Sweeten Industry’s 
Profits, Group Told 


BurraLo, July 23—The 5¢ candy 
bar, an established institution and 
favorite of consumers, is in the 
middle of an economic squeeze, 
lsoaring sales and sinking profits. 

Delegates to the annual conven- 
tion of the National Confectionery 
Salesmen Assn. here were told that 
candy sales reached an alltime 
high in tonnage and dollar value 
in 1956 by Philip Gott, Chicago, 
president of the association. 

Mark Heidelberger, president of 
the Heidelberger Confectionery 
Co., Philadelphia, feels a 10¢ bar 
would do even better. 

Approximately 500 candy manu- 
facturers, he said, have voluntari- 
ly geared their output to a 5¢ de- 
mand despite constantly rising 
costs. 


s The markup on candy has be- 
come so low, he said, that the re- 
tailer looking for profit is facing 
a hopeless situation. 

There is no doubt, Mr. Heidel- 
berger said, that candy will always 
sell. But, he added, in order to 
raise the level of the industry more 
profit is needed for better quality, 
more candy inside the wrapper 
and increased advertising. 

The consumer may be happy 
with a nickel bar, he said, but a 
10¢ product in the long run might 
make him happier. + 


Chilton Promotes Two 


Chilton Co. has appointed Irving 
E. Hand regional business mana- 
ger of Iron Age in New York, ef- 
fective Aug. 1. He was formerly 
publisher of Department Store 
Economist, also a Chilton publica- 
tion. E. B. Terhune Jr., currently 
publisher of Boot & Shoe Recorder, 
will also become publisher of De- 
partment Store Economist, effec- 
tive the same date. 


Rostosky Leaves Publication 


Andrew Rostosky, creator and 
publisher of Mining & Quarrying, 
New York, has resigned as pub- 
lisher. His future plans are indefi- 
jnite. Mr. Rostosky formed Ros- 
Mac Publishing Co. to publish the 
|magazine with Bruce A. MacKen- 
zie in November, 1955. 
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Proving again the tremendous 


importance of NEWSWEEK’S 


com :-mu'ni-ca tive audience 


The Sindlinger total-audience studies once again 
spotlight the news magazine field as America’s 
most powerful advertising force . . . and again 
reveal NEWSWEEK as the key magazine in this 
field. The sum-up of the Sindlinger findings: 


Magazine Circulation Probable Readers 
Base Readership Per Copy 

NEWSWEEK 1,100,000 6,124,000 5.6 

Time 2,250,000 7,397,000 3.3 

U.S. News & 

World Report 900,000 3,563,000 40 


Viewed from a dollars-and-cents standpoint, 
NEWSWEEK is seen even more than before as the 
out-front buy. 


The Sindlinger studies thus still further con- 
firm the judgment of advertisers who, for the 
second half-year in a row, have given NEWSWEEK 
the biggest advertising page gains by far in the 
important news magazine field—and the highest 
advertising revenue in NEWSWEEK history. 


THEY PASS ALONG IDEAS 
AS WELL AS THEIR MAGAZINE 


NEWSWEEK is edited to satisfy the mature minds 
and great interest range of communicative people. 


These are the ones with the dynamic capacity 
for influencing the opinions and actions of 
others in their family, business, social and 
community relationships. 


Newsweek... 


the magazine for come mu/ni«ca’tivé people 


*Publisher's estimate 


Communicative people are America’s prime 
movers of minds and merchandise . . . and 
NEWSWEEK’s circulation, now topping 1,100,000, 
is comprised of the heaviest concentration of 
executives and high-income families ever achieved 
by any magazine with one million or greater 
circulation. 


Statement by Sindlinger & Company, Inc. 


‘The media data quoted above were obtained from copy- 
righted published reports of Sindli & Company, Inc., 
business analysts. This information is developed from 
Sindlinger & Company's continuous interviewing operation 
in which 1,000 interviews are conducted daily, every day of 
the year and consistent atandards of measurement are ap- 
plied to every di Sindlinger & Company's studies on 
media audience size and composition are not initiated or 
supervised by any individual client but are made available as 
a copyrighted service to all interested business organizations. 


Circulation now topping 1,100,000 — 
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: WEEKEND 


...- SEEN IN 
THE BEST CIRCLES 


... the best circles, in this case, are the family circles 
of over 100,000 U. S. Armed Forces members in 
Europe. Here is a market of young homemakers 
whose guaranteed annual income exceeds 
$300,000,000, and whose per capita income is higher 
than any state in America! A sure way to sell them 
is through their favorite family paper—The Ameri- 
can WEEKEND, the paper that's published abroad, 
edited to bring them the latest news, American 
sports, features, comics and a brand new color 
gravure section. Your advertising is sure to be seen 
in a paper that's sure to be read—in the home! 


Our nearest office will be glad to 
help you share in this lucrative market. 


The American ARMY TIMES PUBLISHING CO. 2020 ™ St.N W. Washington 6; OC 


“US OFFICES: Charleston, S.C, Chicago, Detroit, Honolulu. Los Angeles, Miami, New York, 
Philodelphic, Son Francisco. FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


WEEKEND 


$149,000,000 in 


Time, Space Given 
Ad Council Last Year 


New York, July 23—A record 
$149,000,000 in commercial adver- 
tising time and space was con- 
tributed to the Advertising Council 
for promotion of national welfare 
projects in the year ending Feb. 28, 
according to the council’s 15th an- 
nual report. 

The volunteered support, which 
totaled $24,000,000 more than the 
previous year, was used by the 
council to conduct 16 major cam- 
paigns and to help 54 other proj- 
ects on a lesser scale. 

Major campaigns and the agen- 
cies that volunteered the work on 
them were ACTION, Young & 
Rubicam; armed forces man-pow- 
er, Compton Advertising; better 
schools, Benton & Bowles; CARE 
food crusade, Batten, Barton, Dur- 
stine & Osborn; Crusade for Free- 
dom, J. Walter Thompson Co.; 
fire prevention, Geyer Advertising, 


Poughkeepsie Newspapers, Inc., publishers 
of the Poughkeepsie New Yorker, 
announce the appointment of 


and 


SAN FRANCISCO + LOS ANGELS 


Established 1785 
POUGHKEEPSIE, NEW YORK 


Ettective Oct. 1, 1957 


Scolaro, Meeker &? Scott 


NEW YORK + PHILADELPHIA + CHICAGO + DETROIT 


Doyle & Hawley 


as National Advertising Representatives 


The Poughkeepsie New Yorker 


Advertising Age, July 29, 1957 


and forest fire prevention, Foote, 
Cone & Bending. 


= Others were for the Ground Ob- 
server Corps, Ruthrauff & Ryan; 
Red Cross, Sullivan, Stauffer, Col- 
well & Bayles; register and vote, 
Leo Burnett Co.; Religion in Amer- 
ican Life, J. Walter Thompson Co.; 
religious overseas aid, Bryan Hous- 
ton Inc.; stop accidents, Campbell- 
Ewald; United Community Cam- 
paigns, BBDO, and United Nations 
day, Kenyon & Eckhardt. 

The U.S. savings bonds cam- 
paign was handled by seven agen- 
cies: G. M. Basford Co., Campbell- 
Ewald, Foote, Cone & Belding, Mc- 
Cann-Erickson, Schwab & Beatty, 
Jack Scott Inc. and J. Walter 
Thompson Co. 

Two special campaigns during 
the year were the People’s Capi- 
talism promotion, handled by the 
Advertising Council, and Hungari- 
an relief, handled by Ted Bates & 
Co. 

Three new campaigns accepted 
by the council for promotion dur- 
ing 1957-58 are for mental health, 
to be handled by Ruthrauff & 
Ryan, aid to higher education, to 
be handled by N. W. Ayer & Son, 
and NATO, by J. Walter Thomp- 
son. 


® Specific campaign successes the 
council cites for the year 1956-57 
are: 

Register and vote—A record 80,- 
000,000 people registered last year 
and a record 62,118,936 voted. 

Forest fire prevention—Fires 
dropped last year to 145,000, com- 
pared to the 1942 record of 210,000. 
The area burned has dropped from 
previous record high of 32,000,000 
acres to last year’s 8,000,000 acres. 

Hungarian  relief—$7,000,000 
raised. 

Red Cross—$85,000,000 raised. 

Stop accidents—The National 
Safety Council credits the Adver- 
tising Council with having saved 
an estimated 2,000 lives by its 
emergency accident prevention ad 
campaign in the spring of 1956. + 


Roth Joins Fellmann 

Robert Roth, formerly adminis- 
trator of copy and creative ad- 
vertising for RCA Victor’s radio 
and Victrola division, has joined 
Leonard F. Fellmann Co., mer- 
chandising and sales coordinat- 
ing organization, as assistant to 
the president. He will be in 
charge of the New York office. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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WE BELIEVE IN STATE FARM PUBLICATIONS 


On June 28th, Prairie Farmer Publishing Only state farm publications are read 
Company announced the purchase of two so thoroughly. 

other great farm publications — Wallaces’ 

Farmer and Iowa Homestead, and Wisconsin Only state farm publications give such 
Agriculturist and Farmer. Prairie Farmer depth of circulation. 

is proud to combine with these two highly 

respected organizations, and is pledged to Only state farm publications are such 
continue the editorial policies which have favorites with farmers and dealers. 

made them the favorite publications of the 

vast majority of farmers in their respective For these reasons Prairie Farmer Publish- 
states. ing Company will continue all three pub- 
lications as in the past. All will operate as 
separate, localized editorial operations. All 
will continue their memberships in the 
Midwest Farm Paper Unit. 


We believe that the state farm paper is the 
best vehicle to serve the combined local in- 
terests of farmers, retailers, distributors and 
advertisers. 


Only state farm publications can zero- For more information, contact our represent- 
in their editorial coverage so perfectly. atives or The Midwest Farm Paper Unit. 


==y \griculturist 
anda Iowa Homestead . a © AND FARMER 


Des Moines, lowc va Racine, Wisconsin 
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She’ll forget what you say before she can 
buy what you sell. Everybody knows the 
solution: many messages a week to 
the same prospect — millions at a time. 
Through CBS Radio daytime drama today 
you can reach 6.4 million different listen- 
ers every week...with 3.2 commercial- 
minute impressions per listener. . . for 
as little as $10,000. And you talk to an 
attentive audience, because they pay 
attention to daytime drama —or they 
don’t tune in. Nowhere today— magazines, 
newspapers, television—can you buy this 
working frequency with the efficiency 
of CBS Radio daytime dramatic serials. 


THE CBS 
RADIO 
NETWORK 


That’s why Lipton Tea 
uses CBS Radio daytime 
drama ail year long... 
and why Salada Tea has 
been on for 20 weeks 
in 1957 so far...and 
why Pan-American 
Coffee Bureau, for a 
big summer campaign, 
has come here too. 
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Management moves with more confidence when it has the 
complete support of its stockholder family. Favorable stock- 
holder understanding thrives when it is cultivated at a level 
that stockholders respect. The men who read Barron’s are 
financial leaders. They are the men others look to for advice 
and recommendations. 


Today, over 80,000 subscribers look weekly to Barron's for 
vital information about corporate activities. Advertise to this 
group of influential men with money to spend and manage 
... and they’ll help your management achieve its goals. They 
rate Barron’s first in readership and usefulness among 
financial publications*. That’s why so many men in your 
position rate Barron’s as their first-choice corporate ad- 
vertising medium! 


[BARRON'S 


First Things Fine 


ee 


SPACE SALESMAN—Scenes like this are being featured 
during General Mills’ commercial time on “Mickey 
Mouse Club” (ABC-TV), as the company’s Sugar 
Jets cereal blasts off on a new advertising campaign 


“a | 


which brings authentic facts on outer space to young 
viewers. General Mills devotes about half of its 
commercial time to 
Tatham-Laird is the agency for Sugar Jets. 


the scientific presentations. 


Get to the Financial Community 


woes BARRO 


... where advertising, too, is r 


Crosley Appoints Three 

The New York sales office of 
Crosley Broadcasting Corp. has ap- 
pointed William R. Stark eastern 
sales manager for WLW-radio and 
added Ed Fisher and Pat V. Lat- 
tanzi to its radio and tv sales staff, 
respectively. Mr. Stark has been 
an account executive in the New 
York office for three years. Mr. 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


* 


oeiinin ae sili Cee aude Fisher, formerly with KMOX, St. 
t a A So 

50 Broodwoy | 711 W. Monroe St. | 386 Newbury St. | 2999 W. 6th St | 75 Eighth Sr, NE. mein ee. Todd per nts 

Bionchord-Nichols-Osbom | WhO transferred to tv sales. P. 


Lattanzi was previously with 
Burke-Stuart Co. 
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REE habit study 


RAURAUNA neta y 
MED LOCKS . 
+o 


READY RIGHT NOW! _ 


. our just-completed buying habit study covering 69 different types ./ 
products classified under automotive, beer and wine, cigarettes, cosmeti 
drugs, food, gasoline and oil, grocery, appliances, liquor, soft drinks « 
toiletries. 

This is another basic service of the POST-CRESCENT, the newspaper t! 
is first in editorial volume, second in advertising in Wisconsin and ranks 3) -: 
nationally in retail linage among all evening newspapers. To marketing m: 
this record bespeaks a market quality which the STUDY confirms and adv. : 
tisers exploit. 

Here’s latest and precise information on how your products—and your con 
petitors—move in a City Zone Market of 118,480 people who can afford | 
buy .. . and do. Your copy will be sent upon request. 
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KEN E. DAVIS, MANAGER, GEN'L ADV. APPLETON, WISCONSIN 


American Tobacco, 
Ward Baking Hit 


on Ad Allowances 


WASHINGTON, July 23—The Fed- 
eral Trade Commission charged 
last week that American Tobacco 
Co. gives some retail outlets more 
favorable promotion allowances 
than it gives others. 

Similar complaints have been is- 
sued against other major tobacco 
companies in recent months. The 
commission says favored retailers 
were paid for using such point of 
purchase items as posters, carton 
displays, signs, change trays and 
the like. FTC also protests that 


American paid vending machine 


operators $8 per machine to pro- 
mote Herbert Tareyton brands. 


® FTC also complained that 


ances which were not available 
to others. 

The commission charged some 
questioners are required to com- 
ply with burdensome terms before 
receiving allowances. In addition, 
FTC said a formula basing allow- 
ance on 5% of wholesale price on 
purchases over $50 a week results 
in proportionately unequal and ar- 
bitrary terms. # 


Westinghouse Boosts Two 
Westinghouse Electric Corp. has 
appointed William M. Boylan ad- 


vertising and sales promotion man- 
| ager of its Atlantic apparatus sales 
|region. He formerly was editor of 
\“Sales Record,” a Westinghouse 
|publication distributed to person- 
nel. Westinghouse also has named 
Frank Ogden to the new post of 
marketing manager of its minia- 
ture lamp department. Mr. Ogden 


Ward Baking Co. paid some Phil- | previously was staff assistant to 
adelphia and New Haven retailers | the manager of the large lamp de- 
jadvertising and promotion allow- 


| partment. 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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Do you plan your advertising around 


HITE SPACE 


or 


SHELF SPACE? 


Ask yourself these questions: 


eB 


These are typical success stories. You too can plan your 
advertising around SHELF SPACE with Everywoman’s 
WHITE SPACE for increased sales at lowered cost. 


Write today for a copy of our new shopper’s survey and 
more information on concentrating a larger part of your 
advertising and selling in Everywoman’s 113 chains. 


Can my advertising work harder? Can it help me get 
active support from the bigger chains? Can it be con- 
centrated in the larger markets where I am concentrating 
my sales efforts? Will it increase sales to warrant addi- 
tional shelf space? 


The right advertising program in Everywoman’s can do 
for you what it has done for others: 


One manufacturer of a now well-known kitchen prod- 
uct had virtually no distribution nationally — They 
launched their new promotion campaign in Every- 
woman’s and in two months achieved national dis- 
tribution through the major food chains in the country. 
The demand created was so great that out-of-stock 
conditions existed in many areas. 


A new market- 
development service 


With a new Everywoman’s service your strategy in sales 
planning and distribution can now be patterned precisely in 
sectional markets—and expanded as you maneuver towards 
broadened areas. 


EVERYWOMAN’S has facilities to test-market new products 


A famous canner advertised in Everywoman’s with and new advertising campaigns by selected regions. 
consistent schedules and their sales in Everywoman’s 
chains increased 9% against a national increase of 


only 3% for the same period. 


Also, split-run copy testing is possible at low cost. These 
sections are available for test-marketing 


Northeast — Central — Southern — 
Pacific — California or Southern California 


A package food manufacturer doubled his sales in 
many of Everywoman’s chains with a special adver- 
tising and promotion campaign. 


Everywoman’s 


MAGAZINE 


Call us for consultation for other special adaptations of your 
marketing problems. 


NEW YORK...16 East 40th Street, New York 16, N. Y., 
MU 9-4757 


CHICAGO ...35 E. Wacker Drive, Chicago, Ill., RA6G-O802 


SAN FRANCISCO... .Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-1757 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(chains whose dollar volume has grown from 2Y2 billion to 5.3 billion in 6 years!) 


Sigman Food Stores 


Eagle United, inc. 
Stater Brothers Markets 


j ket Loblaw Groceterias Co., Ltd. 
PACIFIC p bey ~ Ing United Food Markets 


Brookshire’s Food Stores 


Ralph's Grocery Company 
Purity Stores, Ltd. 

Fred Meyer, Inc. 

Lucky Stores, Inc. 
Thriftimart Stores 
Alexander’s Markets 
Alpha Beta 

A. J. Bayless Markets, Inc. 
Food Basket 

Food Market, Inc. 
Hagstrom’s Food Stores 
King Soopers Stores 

The Market Basket 
Miller’s Super Markets 
Prinster Bros. (City Markets) 
Sages Complete Markets 
Shopping Bag Food Stores 
Shoprite Foods, Inc. 


Stop-N-Shop Markets 
Tradewell Stores, Inc. 
Von's Grocery Compan 

D. D. Williams Piggly Wiggly 
Super Valu (Kelly Douglas 
Western Grocers 


CENTRAL | 


National Tea Company 
Wrigley's Stores, inc. 

Fisher Brothers Company 
Albers Super Markets 

Liberal Markets 

Benner Tea Company 

Big Bear Stores 

Council Oak Stores 

Daniel Grocer Company 

J. S. Dillon & Sons Stores, inc. 


Economy Food Centers, Inc. 
Eisner Grocery Company 
Evans Grocery Company 
The Fleming Company 


Foodtown Super Markets, Inc. 


E. W. Fulmer Company 
John C. Groub Company 
Hamady Bros., inc. 


Hinky Dinky Food Stores, inc. 


e & Vredenberg, inc. 
mmel’s, inc. 
G. W. Martin Co. 
Milgram Food Stores, inc. 
Piumb’s Super Markets 
Rogers Markets, inc. 


Save Way Super Markets, inc. 


Stop & Shop, inc. (Colonial) 
T & A Savway Markets, inc. 
Thriftway Stores, inc. 


Weiboldt Stores, Inc. 


NORTHEAST 


Food Fair Stores, Inc. 
Loblaw, inc. 

Stop & Shop, inc. 
Thorofare Markets, Inc. 
Daitch-Shopwel! 

Almac’s, Inc. 

Beaver Cash Markets 
By-Rite Markets, Inc. 

Elm Farm Foods Co. 
Fulton Markets 

D. Genetti’s Sons, inc. 
Giant Eagle Supermarkets 
Giant Food Shopping Centers 
Giant Markets 

Gristede Brothers, Inc. 
King Kul/en Grocery Co. 


Market Basket Stores 
Mohican Kelley Stores 
Popular Markets, Inc. 
Riverside Markets 

Schaffer Stores Co. (Empire) 
Star Markets, Mass. 

Star Markets, Pa. 
Steinbergs, Ltd. 

Weis Markets, inc. 


SOUTHERN 


Colonial Stores, Inc. 
Henke & Pillot, Inc. 

Publix Super Markets, Inc. 
Worth Food Markets 

Big Apple Super Markets 
B & B Cash Grocery Stores 
E. Biel Grocery Co. 


Checker Front Stores, inc. 

Davis & Humphries, inc. 
Deichamps, inc. 

Fleming Company 

Autry Greer & Sons 

Handy Andy Community Stores 
Hill Grocery Company 

H. G. Hill Stores 

Hom-Ond Food Stores 

Home Owned Black & White Stores 
Liberty Cash Grocers 

National Food Stores, inc. 
Parker's Food Stores 

Piggly Wiggly—Charieston 
Setzer’s Super Markets 

Standard Humpty-Dumpty Markets 
Webb's City 

White Stores, inc. 

Wyatt Food Stores 


GRAND TOTAL ~—113 CHAIN HEADQUARTERS OPERATING 5,185 SUPERMARKETS 
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Going high enos gh) se ing the men who can 


always make the big’ ecisit ns?...Be sure... capture 
"ad eho 


~ | 
the multiple buying Rawer of CPI'-MANAGEMENT 
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.-TO INFLUENCE CPI*- MANAGEMENT IN ALL FUNQRIONS.. ADMINISTRATION & PURCHASING, 
PRODUSS & PENG  REBEARCH & DEVELOPMENT 


No matt ex what you re selling 
your first CPI target : must be 


“% f 
<e ‘ o + my EE 
peal eGtia iGGine ii: 5. dole Ls 3 L7i¢ hat is 


The one dominant voice at every 


baying step. And to hit this fast- 
moving Gudience ... 


Your biggunis CHEMICAL WEEK, 
the market in motion — succinct, 
‘timely, news filtered for fact... 


Trends spotinghted for buying 


saat sig in all ureds—equlpment 


Thats why more management 


ae a is tomate mma A IRON ee ee natn 


men. say they read CW than any 
other CPI publication ... Be sure. 


“CHEMICAL PROCESS IMDS (mee 
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Uncoordinated Marketing Leads to 
Product Failures, Oliver Declares 


Insufficient Data, No 
Post-Sale Follow-Ups 
Called Fatal to Brands 


New York, July 23—Why do) 
four out of five new products fail? | 
Why is the advertising dollar fre- 
quently only 10% effective? 

Lack of coordinated marketing 
is the answer, according to Robert 
M. Oliver, marketing vp of Thomas 
A. Edison Industries, who is re- 
signing to set up his own mar- 
keting business in Phoenix. A 
marketing executive in the elec- 
trical industry for 31 years, he has 
been with Westinghouse Corp., 
Landers, Frary & Clark and Proc- 
tor Electric Co. 

In an interview with ADVERTISING 
Ace, Mr. Oliver explained, “Most 


CHAMPION Sets the Pace in Papermaking 


Water clarification plant at Champion’s Texas Division 


Water, too, must be sparkling clean 
for Champion’s quality papers 


Over 80 million gallons of water, meticulously filtered and 
clarified, are used every day in making pulp and paper at 
Champion’s three divisions. Clear, clean and chemically 
uniform, this water helps safeguard the quality that comes 
first at Champion . . . helps make Champion the leader of the 
papermaking industry. 
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CHAMPION PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAM I) 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Lou 
Atlanta, Dallas, and San Francisco, Distributors in every major cit 
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incinnati, 


products fail because they never 
should have been born. The manu- 
facturer failed to do sufficient ad- 
vance research on the product—the 
parenthood was not well planned.” 

For example: “A few years back, 


|the engineering department of a 


large manufacturer spent hundreds 
of thousands of dollars developing 
a new type of electric range. This 
new range featured three units—a 
separate oven, broiler and surface 
unit—which could be used together 
or separately. 

“The range was perfect from an 
engineering point of view. The bas- 
ic idea was new and excellent. In 
fact, the magazines wrote reams of 
editorial copy praising it. 


s “But the range was not styled. 
The company failed to find out 
such things as where the housewife 
wanted the oven shelves, how the 
surface burners should be ar- 
ranged, etc. So when the product 
was launched, it went up like a 
lead balloon. 

“The basic idea was fine—in fact 
it set the trend for the entire indus- 
try—but the company failed to 
explore it at the consumer level, 
so the end product failed to please 
the housewife.” 

As another example of a product 
that was blighted from the start, 
Mr. Oliver pointed out the mis- 
take of a large heating and air 
conditioning manufacturer. The 
company developed a packaged Fi- 
berglas ductwork system to cut the 
creat expense involved in making 
the traditional sheet metal ducts. 

“The basic idea was fine,” he 
said. “However, the company did 
not do sufficient product research 
to find out that its dealers would 
resist the innovation right down 
the line. 


s “The dealers themselves were in 
the sheet metal business and got 
much of their income from making 
sheet metal ducts so the new Fiber- 
glas ducts were in direct competi- 
tion with them. The result: In 
three months, only 23 were sold,” 
he said. 

As for other factors leading to 
the decline and fall of a new prod- 
uct, Mr. Oliver believes the next 
big pitfall is the way in which a 
product is put on the market—the 
amount of distribution, the amount 
of education at various distribu- 
tion levels. 

“The new Kent filter is a good 
example of how it should be done,” 
he said. “It was thoroughly tested, 
had complete distribution and was 
well explained at all levels, so 
that when the first ad broke, the 
salesman had the product to sell 
and knew how to sell it. 

“The salesman must be thor- 
oughly trained, because he will 
shun the product he doesn’t un- 
derstand and promote the one he 
does.” 


s Another reason a product doesn’t 
get off the ground, according to 
Mr. Oliver, is that “advertising is 
expected to do too much. The pro- 
motion doesn’t go far enough; too 
many things are left out. 

“Advertising is the force that 
pushes people to the product, while 
merchandising is the force that 
pushes the product to the people,” 
he said. “Unfortunately, many 
products have mostly the advertis- 
ing and not enough of the mer- 
chandising. Tiny little things—like 
an informative label, the way a 
product is displayed in the store— 
are neglected.” 

The next marketing error is 
“lack of post-sale follow-through. 
The process of making the sale 
should never stop,” Mr. Oliver said. 
“It’s most important that when the 
customer unwraps the product at 
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| Petersen Named Sales Rep |sales duties of E. R. : 

A. C. Petersen has been appoint- |also the publisher. 

| ed midwestern sales representative |formerly was westc: 
for Consulting Engineer, St. Jo-|Textile Industries 
'seph, Mich. He takes over most! Power & Industry 


y, who is | Joins Kastor, Farrell 
Petersen 
nanager of |& Newell, has joined the tv copy | be observed April 13-19, according 
Southern \department of Kastor, Farrell,|to Brand Names Foundation Inc., 


45 


Brand Names Week Set 


Tom Gad, formerly with Lennen Brand Names Week in 1958 will 


Chesley & Clifford, New York. |sponsor of the national promotion. 


Robert M. Oliver 


home she views it with the same 
enthusiasm as when she bought it. 

“The rationalization that took | 
place at the time of the sale must 
be continued at home, as she un- 
wraps the product and starts to use 
it. It’s tremendously important that 
a product be well packaged and in- 
clude complete directions, so that 
the customer is 100% educated on 
how to use it and how to get the} 
most out of it.” 
s Another way a product loses out 
is through lack of service: 

“A product should give a custo- 
mer a baker’s dozen worth of serv- 
ice—and when the product does 
break down, the customer shouldn’t 
be forced to scour the city and|# 
drive out to the suburbs to find|j 
someone to repair it.” 

Not only can the above factors | 
break a product; they also dilute} 
the effect of advertising, so that 
frequently the dollars spent on ad- 
vertising are only 1% effective, 
Mr. Oliver maintained. 

“Advertising develops a story 
and romance for a product. It 
builds sales appeal into it. But} 


} ear * 
often the merchandising fails to 1nd 
back it up—the merchandising <j 
turns around and tells a completely | me 
different story. — 

“As a simplified example: A| in. .* 


soap advertisement may promise 
to make you beautiful, while the | 
package promises to make you 
clean. 
s “The companies that are most| 
successful are the ones that pay 
strict attention to every little de- 
tail and insist that everything is | 
done exactly the same—the letter- 
heads, logos—so that a corporate | 
identity or personality is created 
and maintained,” he added. 

“One research study recently 
showed that one company was ac- 
tually reproducing its name in 100) 
different ways. Such things de-| 
stroy the corporate image and} 
greatly decrease the effect of ad- | 
vertising. 

“There’s one best way for every- 
thing, and it should be consistently 
used,” Mr. Oliver said. 

“We had this problem at Edi- 
son, because the company was 
made up of seven separate autono- 
mous product divisions, each with 
its own agency, its own advertising 
department and its own advertis- 
ing style. 

“The consequence was that the 
advertising was hardly recogniza-| 
ble as belonging to one company— | 
it was not telling the Edison story. 

} 
s “The large advertisers with the} 
largest budgets are more apt to) 
ignore the little details. The small | 
manufacturer is more likely to 
find out which way is best and | 
then make everything he does add | 
up to one uniform, coordinated 
marketing program,” he said. + 


Shaffer Joins Peters, Griffin | 

Frederick Paxson Shaffer, for- | 
mer vp and partner in L. W. Ram- 
sey Co., Chicago agency, has been r) 
named to head radio new business (1M) | | 
development in the midwestern | | 
area for Peters, Griffin, Woodward, ——~ 
radio-tv station representative. Mr. | | 
Shaffer will make his headquar- al nN 7 
ters in the company’s Chicago of- | — 
fice. 
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SAN DIEGO= 
YOUNG GIANT MARKET 


1956 Apparel Store Sales: 
Z $64,627,000 


San Diego ranks 26th among the nation’s 262 
Metropolitan County Markets in apparel store sales . . . 


Seattle, Washington . . . . . $61,888,000 
Columbus, Ohio......... 60,243,000 
Denver, Colorado ....... 51,447,000 
Portland, Oregon ....... 50,137,000 
Memphis, Tennessee ..... 46,049,000 


Reach and sell San Diego through the 83% coverage of 
The San Diego Union and Evening Tribune — two 
great and growing newspapers which are keeping pace 
with the Young Giant Market they serve. 


Sales estimates copyrighted 1957 Sales Management Survey 
of Buying Power. Further reproduction not licensed. 


“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Hlinois — and Greater Los Angeles . . . 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. ; 
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Annual Report 


As television’s most rewarding season came to an end, two 
events clearly summarized the scope of CBS Television’s 


contribution to this young and growing medium. 


The final Nielsen report of the October-May season found 
CBS Television broadcasting all of the 10 most popular 
programs. The final honors of the year—the two Robert E. 
Sherwood Awards for network programs “dealing with 


freedom and justice”—were both given to CBS Television. 


This achievement climaxed a season which saw intense 
network competition for a nationwide television audience 
that reached a new peak of over 40 million families. 

It was a season which found the average family spending 
even more time watching television than the year before. 
And because most of this time was spent looking at CBS 
Television, the network consistently maintained a position 


of leadership throughout the year: 


It gathered the largest audience for a single entertainment 


program in the history of television. 


It won a total of 122 programming awards for entertainment 


and public service programs, 


It had a monthly average of 8 of the 10 most popular nighttime 


programs and 7 of the 10 most popular daytime programs. 


It delivered 25 per cent larger average nighttime audiences 
and 30 per cent larger average daytime audiences than its 


closest competitor. 


It earned a 20 per cent larger investment from advertisers 


than the second leading network. 


Television brought more Americans the kind of entertainment 
they enjoyed most. It continued to communicate the kind of 
information essential for a clear understanding of the events 
and issues of our time. It provided American business with its 
most effective advertising medium. And it delivered the largest 


audiences in advertising history for its products and services. 


CBS TELEVISION 
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Advertising Age, July 29, 1957 


July Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines, in Lines 
July July Jan.-July Jan.-July July July dan.-July Jan.-July July July 
1956 1957 1956 


1957 1956 1957 1956 1957 1956 1957 
Farm Magazines 


Commercial Dis- 
play Excluding 
Poultry, Classified 

and Livestock, 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-— Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines 
duly duly Jan.-July Jan.-July July July dan.-July Jan.-July July duly 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 


Wisconsin Agriculturist & 


Sateen ee RES 32.4 46.4 458.2 544.7 25,387 36,396 359,222 427,995 25,018 35,802 
Farm “ ae Gtiwe Sptatinn: 57.6 450.5 466.3 16.754 16,147 193,220 200,052 16,078 15.528 Total Group ........... 7380 7380 7,281.0 S1883 461,425 539,298 5,371,109 6,317,058 406,030 485,453 
Southeastern Edition... 27.9 31.0 281.5 260.4 11,972 13,314 120,770 111,709 12,170 12,610 | * July 1957 linage is estimated. Not included in totals. 
HSouthwestern Edition .. 289 333 297.3 2826 12,418 14,302 127,533 121,227 11,425 13,368 = 
Average 2 Editions ..... 283 31.9 287.7 269.0 12,146 13,699 123,407 115,419 11,270 12,906 Farm Linage Trend Figures in Thousands 
Farm Journal: 
Central Edition ...... 626 625 695.6 776.4 26.866 26.nis 208,449 333,088 26.196 25,930 
Fastern Edition ...... 63.6 621 700.4 773.7 27, , ; 6.624 25.787 
Seouthere a... 584 615 6448 742.7 25,079 26,386 276,649 318,652 24,409 25,501 MAGAZINES MONTHLIES 
Western Edition ..... 7ll 67.3 724.5 805.2 30,513 28.888 310,833 305,463 29.543 28,003 1957 1957 
Average 4 Editions ...... 63.9 63.3 691.4 774.5 27,438 27, Y ; : 26.305 
Progressive Farmer: JULY JULY | 445 | 
#Carolinas-Va. Edition .. 621 64.8 695.8 691.9 42,222 44,081 473,149 470,483 41,268 42,903 
#Ga.-Ala.-Fla. Edition... 63.3 66.3 695.9 703.2 43,037 45,097 473,182 478,153 41,957 43,840 sune[163 | JUNE | 412 “| 
#Ky.-Tenn. Edition ... 58.5 61.6 648.1 658.7 39,824 41,907 440,679 447,915 38,971 40,912 
Miss.-Ark.-La. Edition .. 60.2 643 654.1 655.7 40,934 43,698 444,757 445,892 40,004 42.727 1956 1956 
#Texas Edition ....... 63.2 66.2 679.7 674.4 42,961 44,986 462,190 458,579 41,631 43,914 soy FP JULY 
H#Average 5 Editions 615 64.6 674.7 676.8 41,795 43,953 458,791 460,204 40,766 42,859 
Successful Farming ...... 42.6 53.9 612.9 660.6 19,191 24,254 275,788 297,251 18,797 23,901 | ‘oom 
Total Grow ..........- 3354 251.3 2717.2 2847.2 117,324 125,243 1,347,817 1,405,212 113,679 121,499 
# Wot included in totals. SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN* 
1957 1957 1 
Monthlies 957 
Agricultural Leaders’ Digest. 11.9 120 88.1 1047 5,122 5,161 34,609 44969 429 429] | JULY JULY JUL JULY 
American Fruit Grower .... 45.3 40.9 245.6 250.4 19,591 17,677 106,078 108,156 19,201 17,432 S431 a7 
American Poultry Journal: june 543 | JUNE | 87 | J a 
"ie tastern Edition ...... 36.8 229.3 267.8 12,681 15,794 98,471 114,890 11,977 14,777 UNE 48 
Midwest Edition ..... 33.6 225.4 241.6 11,876 14,440 96,681 103,707 11.277 13,913 1956 1956 1956 
HSoutheastern Edition 34.9 232.2 256.5 12,999 14,991 99,636 110,088 11,580 14,097 65) 
H#Southwestern Edition am 2. «a- Bae 96,097 11.061 JULY jury wury Les) 
36.4 229.8 247.2 12,890 15,625 98,608 106,115 11,111 13,383 EA | 


Pacific Edition ...... 
Average 5 Editions in "57 

4 Editions in "56 .... 

American Vegetable Grower . 


35.4 228.0 253.2 12,461 15,213 97,899 108,700 11,401 14,042 
22.2 208.7 174.5 11,579 9,595 90,142 75,401 11,508 9,486 


*June totals for Canadian publications are considerably lower because they do not include finage for Family Herald, Free 
Press Prairie Farmer and Western Producer. 


9 
3 
29.6 
27.7 
30.3 
27.6 
30.0 
29.0 
26.8 
Arkansas Farmer .......... 14.9 19.6 121.9 174.4 11,274 14,843 92,206 132,023 10,930 14,474 
Better Farming Methods ... 24.7 27.3 236.6 265.5 10,590 11,719 101,480 113,892 10,590 11,719 Bi-Weeklies 
Breeder-Stockman ......... 67.0 60.5 418.5 452.9 28,154 25,368 175,994 190,244 2,100 2,030 
Breeder's Gazette ......... 13.2 15.3 114.2 135.7 5,961 6,873 51,380 61,079 4,528 4,605 | Arizona Farmer-Ranchman .. 57.5 55.8 539.2 536.3 43,520 42,192 407,704 405,562 42,589 41,051 
Broiler Growing .......... 32.2 38.7 274.9 285.8 13,797 16,589 117,917 122,627 10,483 12,211 | California Farmer 
California Citrograph ..... 18.5 18.0 177.2 175.4 12,676 12,166 104,446 101,900 12,508 11,998 Northern Edition ..... 36.8 35.4 393.3 392.7 27,800 26,793 297,361 296,910 26,387 25,544 
Calif. Farm Bureau Monthly 118 11 93.0 94.6 8,904 8,400 70,298 71,414 8,428 7,056 Southern Edition beasve 33.8 33.3 370.9 382.5 25,511 25,147 280,333 289,191 24,060 23,989 
Cooperative Digest ........ 63 68 464 50.0 2646 2856 19,488 20,460 2,646 3,738 | Average 2 Editions ..... 35.3 34.4 382.1 387.6 26,656 25,970 288,847 293,050 25.224 24.767 
Florida Grower & Rancher .. 27.9 20.2 195.9 205.6 17,402 13,707 138,608 aa =o. ror} Dairymen’s League News ... 12.6 12.5 101.6 105.8 9,234 9,137 74,134 77,229 8,683 8,373 
County Agent & Vo-Ag Teacher 11.9 15.7 196.8 200.4 5,095 6.744 84,467 5, ; ’ cf) re 105.4 02.7 10229 10296 79.410 77.209 T0685 775841 76406 F4101 
foe Geel ........ 14.0 135 147.0 1628 6,007 5,819 62,966 69,886 6,007 5,819 | + Not included in totals. . 0 77,299 770,685 775,841 76,496 74,191 
Farmer-Stockman: 
Oklahoma Edition ..... 23.8 35.0 285.3 348.2 10.217 15,043 122,423 149,360 9,349 13,557 Weeklies 
dTexas Edition ........ 20.9 34.9 269.8 335.7 8,967 14,974 115,739 144,039 8,099 13,488 
Average 2 Editions ...... 223 349 277.5 341.9 9,592 15,008 119,081 146,699 8,724 13,522 | lowa Farm Bureau Spokesman 33.0 32.6 179.2 188.5 33,510 33,120 182,501 191,956 31,614 31,315 
Florida Cattleman ........ 64.6 64.2 468.6 480.8 27,132 26,997 196,865 202,047 9,741 11,168 §The Poultryman: 
Georgia Farmer ........... 8.1 13.0 94.7 130.1 6.130 9,809 71.640 98,279 6,062 9,725 National Edition . ind eas 15.6 15.7 133.1 111.1 16,947 17,003 144,491 120,562 11,542 9,948 
Kentucky Farmer ......... 126 14.5 166.3 177.0 9,872 11,380 130,442 138,795 8,606 10,245 New Jersey Edition sete 26.3 35.0 239.6 265.8 28.556 38,052 260.010 288,461 21,765 29.608 
Michigan Farm News . 18 18 149 16.5 4,465 4,430 34,909 38,592 4,060 4,354 New England Edition .... 19.7 26.0 161.5 157.2 21,419 28,216 175,325 170,600 14,125 16,956 
Mississippi Farmer ... 12.3 15.0 92.5 131.1 9,353 11,347 69,980 99,148 9,238 11,162 Dixie Edition .......... 60 -— 126.5 — 17,367 137,336 it ane 
Missouri Farmer ee 70 127 744 99.1 4,789 7.726 51,251 67,205 4,024 7,076 | tWestern Livestock Reporter 24.0 19.2 211.2 187.2 22,470 9,755 191,776 168,021 27,104 10,360 
National 4-H News ....... 11.7 14 133.0 135.8 4,930 4,761 55,943 60,029 4,930 4,761 Weer WE baccreccescas 1346 128.5 1,051.1 909.8 140,269 126.146 1,091,439 939,600 118,112 98,187 
National Live Stock Producer 10.0 78 1036 117.1 7,309 5,682 75,451 85,233 6,842 5,236 | § Figures for July 1957 for entire group are estimated. ¢ Five issues in July 1957; four issues in July 1956, 
tNation’s Agriculture ..... 49 5.7 55.3 60.5 2,220 2,516 24,907 27,209 2,220 2,516 
New Jersey Farm & Garden 305 31.1 354.8 366.5 13,707 14,006 159,704 164,943 11,969 12,096 Commercial Dis- 
Ohio Farm Bureau News ... 8.6 9.4 79.0 72.4 3,882 4,254 35,556 32,586 — play Excluding 
Poultry Tribune: Poultry, Classified 
#Eastern Edition ...... 24.4 ° 29.3 2825 316.0 10,453 12,563 121,183 135.572 9,244 11,525 und Unealoah. 
Midwest Edition ...... 24.1 27.8 272.2 278.1 10,333 11,938 116,788 119,298 9,306 11,271 -—Total Advertising, in Pages——. ———Total Advertising, in Lines ——— in Lines 
Southeast Edition ..... 25.3 312 303.6 312.8 10,837 13,405 130,265 134,182 9,025 12,156 June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June 
HSouthwest Edition .... 24.0 29.2 281.7 29.2 10,299 12,520 120,831 12,520 8,801 11,399 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Pacific Edition ...... 31.1 35.7 315.7 338.9 13,358 15,298 135,434 145,403 10,238 10,976 Dailies (June) 
Average 5 Editions ..... 25.8 30.6 291.1 311.1 11,056 13,145 124,900 133,458 9,323 11,465 2 
Southern Livestock Journal .. 50.6 55.0 486.3 480.9 21,280 23,100 204,299 201,978 4,653 3,150 | Chicago Daily Drovers 
Southern Pianter ........ 16.7 17.8 185.3 226.6 11,663 12,441 129,730 158,609 11,332 12,084 Journal ba cteéosevs en 17.7 18.8 198.6 185.9 37,646 40,017 422,616 395,690 26,575 23,011 
Tennessee Farmer & Homemaker 7.4 9.4 110.2 118.9 5,760 7,331 86,106 93,215 4,942 6,674 | Kansas City Daily Drovers 
Turkey World ............ 29.9 29.4 367.6 325.2 12,843 12,631 157,699 139,496 11,284 11,636 | Telegram .............. 20.7 18.5 195.3 183.2 44,050 39,292 415,629 389,936 36,614 28,949 
Western Dairy Journal ..... 35.7 33.0 248.9 262.3 15,302 14,196 106,813 112,520 4,112 4,518 | Omaha Daily Journal- 
Western Fruit Grower ...... 22.1 25.0 229.7 221.7 9,273 10,504 96,486 93,117 9,273 10,504 ee a 25.9 20.1 221.1 209.5 55,044 42,802 472,395 445,935 49,376 30,912 
Western Livestock Journal: St. Louis Daily Livestock 
Mts. & Plains Editior.... 63.8 86.9 287.9 399.2 27,373 36,491 123,527 — = oe RON Sedescenstaenn 13.8 13.1 138.5 135.2 29,308 27,953 294,678 287,756 24,187 19,740 
Pacific Slope Edition .... 67.7 86.7 565.8 672.8 29,050 37,201 242,735 ; ; , Total Group ............ 71 705 753.5 713.8 166,048 150,064 1,605,318 1,519,317 136,752 102,612 
Wyoming Stockman-Farmer .. 348 33.9 277.1 254.4 26.460 25,678 209,666 193,580 22,397 22,171 1 705 753.5 713.8 166,048 150,064 1,605,318 1,519,317 136,752 102,612 
. ae 905.0 986.4 7,757.3 9,387.8 444,697 535,404 3,855,668 4,189,690 297,755 322,775 Quarterlies 


2 Not included in totals. ¢ July & August issue combined. 


Newspaper Monthly Farm Sections 


Iowa Farm & Home Register 126 13.3 125.7 144.3 12,829 13,667 128,243 147,251 12,398 13,241 


Rural Gravure ............ 3.1 3.6 42.6 66.0 3,125 3,645 42,654 66,146 
¢Texas Ranch & Farm .... 10.2 85 111.4 145.2 10,234 8,708 111,370 148,120 9,912 8,520 
OED cscs acsvece 39 4 D957 “3555 26188 26.020 “282.267 “361.517 22,310 21,761 


+ Changed from 1,020-line page to 1,000-line page in January 1957. 


Semi-Monthlies 
American Agriculturist ..... 23.0 24.2 225.7 247.8 16,753 17,581 164,334 180,525 14,916 15,735 | °°" 
The Cattleman ........... 754 79.3 553.0 618.2 31,689 33,327 231,950 529,942 14,214 14,746 | **."" 
Colorado Rancher & Farmer. 21.6 25.9 240.9 282.9 16,389 19,592 182,662 214,096 15,150 18,738 | , “°’ 
Dakota Farmer ........... 52.6 48.3 463.5 499.0 41,285 37,892 363,361 391,227 40,584 37,382 | | ° 
The Farmer ........... 46.8 548 610.0 627.0 36,690 42.976 478.216 491,570 33,284 39,741 | ‘". 
Hoard’s Dairyman 34.9 35.6 399.4 394.0 25.385 26,948 290,754 286,799 22,332 21,439| | 
Indiana Farmer's Guide .... 133 20.3 1488 187.9 10,432 15,894 116,656 147,307 8,225 12,710 
Kansas Farmer ....... ) 148 20.0 2949 372.0 11,310 15,220 224,176 282,770 16,816 26,735 
Michigan Farmer ......... 27.8 32.9 325.2 363.0 21,325 25,238 249,742 278,778 17,834 22,090 
Missouri Ruralist ........ 25.4 328 302.7 361.3 19,329 24,960 230,102 274,627 16,857 22.625 
Montana Farmer-Stockman .. 49.2 50.5 428.0 470.5 37.170 38,192 323.581 355,730 33.271 34,776 
Nebraska Farmer ........ 50.2 51.5 598.2 629.7 37,952 39,004 452.321 476,264 34,256 35,392 
Ohio Farmer ............ 32.2 383 386.6 439.9 24,737 29,400 296,939 337,857 20,838 26.623 
¢Pennsylvania Farmer ...... 25.7 37.2 3349 403.1 19,756 28,570 257.239 309,597 17.178 25,687 | 
Prairie Farmer: 
Illinois Edition ........ 46.2 62.4 632.7 6918 33,654 45,464 460,631 503,634 26,899 36.878 | ( 
Hindiana Edition ...... 43.5 57.3 605.4 665.8 31,740 41,734 440.793 484,712 24,985 33,148 
Average 2 Editions ..... 449 598 619.1 678.8 32,697 43,599 450,712 494173 25,942 35,013 ' 
Rural Wew-Vorker ........ 16.8 20.7 188.0 249.7 13,117 16,295 147.425 195,806 11.142 13,863 | 
Wallaces’ Farmer ......... 44.7 583 6419 716.0 35,053 45,692 502,549 561.323 33,204 44,282 | “ 
Western Farm Life ...... 22.1 23.0 205.2 2281 17,372 18.048 160,982 179,079 
Colorado Edition ...... 63 32 620 1028 4969 2522 49,168 80,672 4,969 2,074 | + 
Electrical Makers Expand dishwasher field during 1958. A| points. Also featur: 


Dishwasher Promotion Budget ™€wspaper supplement will be is- 

National Electrical Manufactur- |sued as heretofore, with emphasis 
ers Assn., household sink units | on factual data such as the Ohio 
section, has approved plans for ex- | State University study which veri- 
panded promotion and increased |fies the value of dishwashers from 
merchandising for the $100,000,000 ‘time-saving and health stand- 


\kitchen planning a 
}and information on ca 
lelectric dishwasher: 
ager, dishwasher and 
|partment, General E]) 


Farm Quarterly 


Harold T. Hulett, ¢ 


seseencuaa —_ 169.0 200.5 80,106 95,053 
Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines——, in Lines 
duly duly Jan.-July Jan.-July July duly dan.-July Jan.-July July July 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 


Canadian (July) 


ree ee 25.1 23.4 274.3 268.9 18,095 16,861 197,499 193,586 

» Advocate & Canadian 

VEER sscareseness 28.8 29.3 309.2 335.7 20,163 20,539 216.425 234,967 16,788 16,612 
Mesacine Sanpete 12.8 99 1695 194.2 5,491 4,247 72,716 84,599 5,421 4,175 
tin es 

NOUS... ceeeee 39.2 33.9 423.4 «= 401.3 27,437 23,782 296,433 281,036 27,237 23,588 
Group ........... 1058 965 11764 12001 71,186 65.429 781.073. 794,188 40,446 44.375 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
—Total Advertising, in Pages——. ———Total Advertising, in Lines——, in Lines 
June June Jan.-June Jan.-June June dune Jan.-June Jan.-June June June 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 


‘nadian (June) 


OUD i ocincccuse 68.8 67.3 470.5 540.9 67,169 67,357 458,764 540,910 49,469 45,275 
Prairie Farmer .. 918 95.8 613.6 627.0 96,366 100,588 644,320 658,359 56,604 61,076 
CO inetzeivi 44.0 50.0 327.1 350.0 47,051 53.270 350,039 374,472 27,186 33,606 
CMD vccscicanis 204.6 213.1 1,411.2 1,517.9 210,586 221,215 1,453,123 1,573,741 133,259 139,957 


from a 1,000-line page to a 975-line page in October 1956. 


be new |the new chairman of the section. Blair Names Sherinian 
nodeling |Other new officers include F. A.| Edward Sherinian, formerly on 
id use of |Lowery, Westinghouse Electric the media staff of Ruthrauff & 
|Co. vice-chairman, and A. R.) Ryan, has been named to the re- 
il man- | Kays, American Kitchens division, |search staff of John Blair & Co., 
posal de- | Aveo Mfg. Corp., chairman of the | New York, radio station represent- 
ic Co., is ' technical committee. ative. 
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4 Westinghouse FM 
Stations to Be Sold 
Separately from AM 


New York, July 24—Westing- 
house Broadcasting Co., which 
previously threw in its fm stations 
as a bonus to am sponsors, will 
start selling fm separately in Au- 
gust. 

As of that date the stations will 
stop carrying simulcasts of their 
sister am stations’ programming 
and will begin programming sep- 
arate fare designed to appeal to 
the fm audience. There will be 


jheavy emphasis on opera, sym- 
| phony and ballets. 


s Westinghouse’s classical music 
schedule begins first on KDKA- 
FM, Pittsburgh, and KEX-FM, 
Portland, Ore. WBZ-FM, Boston, 
and KYW-FM, Cleveland, which 
are changing their transmitter lo- 
eations and making other im- 
provements in technical facilities, 
will follow later. They will broad- 
cast, initially, seven days a week, 
from four in the afternoon until 
midnight. 

A basic hour rate of $100 has 
been set for Pittsburgh and Cleve- 
land; Boston’s base rate is $125, 


while Portland will c! 
tisers $50 an hour. 


stations 
will aim at progre: sponsors 
rather than spot buyers. The fm 


stations will have their own sales 
and program staffs. 


s In announcing the new fm pol- 
icy for his company, Donald H. 


‘ge adver-| Aryill Buys Publication 


Gas Station Garage & Motor Car | 
Dealer, 24-year-old regional trade | 
|publication, published in South 
Pasadena, Cal., has been sold to 
Arvill Publishing Co., which 
|}moved its offices to 8217 Beverly 
|Blvd., Los Angeles. The new pub- 
lisher is Aaron D. Viller, magazine 


HERE? 


. . . right here in mid- 
America, that’s where! For 
fast, sharp, sell-packed 
TV spots, slides, sales and 
training visual aids call 
Kileen. Full time staff-time 
saving teamwork gets y= 
job done under one roof. 


f 


McGannon, Westinghouse presi- 
dent, said: “This is the first time |tinue in that business. 
a major broadcasting group has | 
converted its fm stations to sep-|Martin Solow Named VP 


|Fepresentative, who will also con- 


SEND TODAY for Kileen 
“Kutie of the Month” plus 
“Foto-Facts” FREE 


arate programming «nd is indica-| Wilbur & Ciangio, New York, | 
tive of our positive conviction that jhas promoted Martin Solow to a 
fm is on its way to becoming a|vp and account supervisor. He for- 
major broadcast medium.” # | merly was an account executive. | 


kileen studios 


235 East Orchard Dopt. 112 
Decatur, Illinois 


at out... 
: wind the: clock 


7-nights-a-week for the newest films available to television 


New England television viewers go through a nightly 
ritual at 11:15 PM. That’s when they tune to WBZ-TV 
for first run feature films...the very latest screen 
hits available. 

Feature films are proved audience getters during the 
late viewing hours, and WBZ-TV has “Hollywood’s 
Best” . .. Warner Brothers, Screen Gems, 20th Century 
Fox, and United Artists—the first post-’48 features re. 
leased for TV. 

With WBZ-TV now reaching 1,507,149 TV homes 
(100,000 more than before, thanks to our new 1,349-foot 
tower) advertisers have an unmatched chance to sell, 
Sell, SELL! 

So, for a fast start to 1957-58 sales, make sure you get 
your share of the availabilities . . . while they last! Call 


Jim Allen, WBZ-TV Sales Manager, or your nearest 
PGW “Colonel”. 

Remember! In Boston... and all New England... 
no selling campaign is complete without the WBC 
station... 


WBE "I'v, 
G60. BOSTON 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


Radio BOSTON, WBZ + WBZA + PITTSBURGH, KDKA + CLEVELAND, KYW + FORT WAYNE, WOWO 
CHIC) SO, WIND + PORTLAND, KEX + Television: BOSTON, WBZ-TV + PITTSBURGH, KOKA-TV 
CLEVELAND, KYW-TV + SAN FRANCISCO, KPIX 
WINI ‘epresented by A M Radio Sales. KPIX represented by The Katz Agency, inc, 

All other WBC stations represented by Peters, Griffin, Woodward, inc, 


ETE rete s? Ceo es a ae ae Ay co a ee oe ia. aA ee et 

? elie ¥ ge eG BEN Se Sil gh So aM ar A. 2 oe aie TAL a) oie eet Mari Ye te) ae oe ee —- p= 

Cie me ty). c Pee eS eae ea ee gh ee = BP coog . anpee oS ee. = Seer ee hse a ed ae 0 += a YY ee eee ee OO ge OF eet 9 ae 

fee eae een OE : z ieee eee ’ Reo oF gs fe x ig eee esa : Ng SOEs Te Sg eee a ee eae ee Me oe OS ee a ee 7 a 
Wie tie Ce eege i 2 eee ea iy, = ee OST 5 a ACM dr cs a i 4 RE Te tee z ee a TRAE: Ware ren en gh, 2 ve or ee pea. : 

Se ere: ci ead Ce eee Bh ek ores —_ er sx : : Rt Se Tee” da ee ee ee re me os alae A ale ae 
eae A ro tl ae A che Perr a oe aa 2 y ne oe ate a SA #f wes s-. aPa eeRR  r z oe MT Yee le 4 Gig Be Fon) cs Rag, anh h Sg Veen a ey oem * eae OD peat F bue ee a 
ae ere OR ee ee a : ; mwa eg ATT i aaa aes Fn ee so ARE a's = ae RS ae eR, gs CCE iS. rr. aan = 
52 P . : , seas = ees: eT Mas 2 ; ia es eRe mn Nt ee LAN Gane See ne ae ee ae SE eb. #r ae ee 

. ; 7 Bg 
: ) eee 
. a 
re . q ‘ os" 
; Diipiesncs heal, 
F ee Perf 
4 ’ . “6 a emo 
- he 
49 ores 
a aa 
3 yt wee 
, % ny : 
: [Saas 
pares a 
| : | Fo ie 
0 ie Fe ee 
Une ae 
Pee oe 
wee) 
; ae 
- ] | fe 
} i, 
; hts 
A ' Bo Sell 
a 
= "eee 
Bee. >: 
i q eee 
Bt ea 
, i i eee 
UR sea > 
_o- ee 
a Ses 
z ; eek. 
< Pies 
i ice * alee 
i Po etd my 
ae Ol ae 
43 0 Sieaaiend 
: ss 
at q —————— ie Sees 
= Eel SOE earn 
= ce ree eR eT ee - a 7 
ial ty Ce Sees id _ > oe eg Se ee F ee <) gears, t,t 5 ME tat | : EAN es 
Fat cl ee is he = Saar ee as : ae F ; a a Hp og ete gk 
- a ees. ‘ j ese. 
- ree - 4. ae 
ig pte titihcl so ee, a a 3 Se 
re i ), ee nee ee . x _ ciel 
a Se eee Se eee pa as ta iad aa a | é e ee 2 * i 
By err. re ee a aieed . ™ ee : 
ah ~ .) ;  * ‘ ae. E. 
ft fi ak a . @ -. giles as! aoe 2 lgtead RS een ener Ye oe : » 
“s Fo eg a a Ke. 4 ee : pe eee fee eR aa 
i es igltthe Sooo . es . a eee ieee | 
. 2 Reg ee age on = i Te “a = EL ei ea Blo eae 5 SR ck i 
: ek i a an 3 ae eS <a Mee eM i oe 
a a a MS eee = Ct gE Ds cle ae i ae Sie 
‘ / as pil Co Rae is ae "ae eerie Mie ee aah e ae Eas _ ee 
a ane im et an oa = . oe < Ey ee ee ia ae P Pi Aa oe ea : : Stas i: Cae ae my rey 
y ‘ae ee eee. 2c eee a q 4 See rea he TERE om. : ot al : pretest Bie ER . y aes RAE tase Nae se) ee oe 
4 ¢ ee a ee Seth) oe ‘ ee gia omy Siete? : a t ae 3 RES OR oe ju © ea ie ; ere 
my i oo ea (ee 3 aie es rea oe ae To iaiee ne ae oo eee) Ze ip ae ; sees a ie 
m <en cee MM Pea SS OS Be i ee am oh lS ad eae dee res = eee oe Gh Sc em So. sy eee ; 
 &§ BG as 5h eae ae idl oe - Be i sce re Bo eI eee es. ae ea een 
wi ae te eS epee Pree er eee i i tere ee Mok eg : oe PS Opn oe cig ee ae Te tients a ed ee eae ee Ms 
bi ee «Jub Dili aes peter ae ese 2 RISES iia la eae ia. sain a a. Le hg Bea gn ep ag capes (SSRIS Ee a aie goa ees 
oo ee ee en eee: i i IS Soa OE ay go, Bem) a eee Gs aie ame 
i Steam lia ala ile ia i a er i: ane a Sie cc) es 1 Neen ele ipece ge ot eo ren fh OE ie ia eee doa corned 
—' i ; as a Re eee ee ES ee | ee re Se Pyne a 
Pr een » ll vere oe Bi a CNR ye ae A tenes 
: : - oe ~~ ‘ / c.: 
: “ a _ So ine e 
ie * . 
‘ ‘S ee 
s eyes ae ee eee ee 2 4 a A 
# . 1 SSRIS is SN ail RT x ; * 
ie ee ee am : s Far Uea lean ree sil ek ’ ’ 
2 cupeeeaibiay: 2 on" <1 Re ene — Tes eee footer ee Le ae 
2 oe Ee ae al. ee Mee, ry a ee he ce SE 2 Wea alae a alee a Dau ats ty. 
¥ gel aaa ee Toray a ; ert gd Be] RN WAS eo ee ee sets aa) i Bes 
: ee: ceae Riese ; oo oa ; : A Pe. ewe ss . ee etal ae Be Loree ne ohm : eae to 
4 P Ree oe | oe. ey eee eae oe on P a eh eo Sel. Se eee a Pre aes ic! sf ang 
Te BO OS ht nae ee ot a te ; CI rs Rae Ai Se <a See 
; ety. rt me ele bee: ‘a an pe SS a ae Bie WN os ae A wig = Sry ae afer ‘ *y eras 
eats fats, eRe eter yeah a - Do er ee | Cela a Sy Id et es 0 Wee Aerie sy Bam) SS 
: ee Tn co. : be ogg We ae. oe ge ha iad i. aan Bn hah 
; eu _ re oF Sung oe: ee Noten “Ee ee eae NE eee 
; ate = ee + 7 “te IP 8) Bre oe re * edhe ee " i a eee 
= ee ee ne so 5 oe ee eee perme mt os. Yale ee Se ee 
" PM a St Sen fee ee eT ea aaah SS Cs eS Ie ‘ iy 
‘ cr a oe oi ae 4 ; i a ot con pee Berd, ee an ‘ oe. z ‘Jn : 
. 5 weed Sel ee eee Tae Tp aie ean 4 ae i eat ee pe 7 . Sa a gi i ay e ch Oe as 2G. ; i 
‘ Ee ee Mie ee en, ee, ee oe am 
, bee rears 2 «adhe ae a Bias SP a oe: ae a 2 eer an 
 ® ae eer yi na ee se ie 2s i a rime ge, os, a iene ane . iss. | 
Cw BAM CR «CL ga rene ae NPI, . oe ae) ce be ge Oa ee a Re, ee inf ee Sen 
e 4 icc) Cpe Se aS See * ai £ Ee Ee ao aaa eer bee 
"x Bee —_ \ ee oo ee a ec) eee ‘ eo 
2 ee aaa x : a a i ‘ Sacre ee pi Bhp srl tal engeee Ja 
s ] ahh a eats: * — , ee me 4 q B iy 7, aa Ba geo. eee = ; ‘ : ee. a 
t = ey: A 5: ea ~ . hake ~ " <a > et Ane Te = caer 7 
: = a. ae ‘ae ely ae , ae ae ae 
~ i ieee Vs ee ie — oc 4 § Pees rc hen eC ce Tre LN tec aed 
af a —— ots — | ee is the 
AR Re ee Pi yg <n, eae ee oe! aaa cs pat Mt aes a iF etree. jae Besser”. ae: Moe . : 2 se 
oe i - Soe aes gS PMR ge Meee 24° 2 f° g ‘ee a an eae " pantera oe hs Sng - , 
5 aan ee een ao i 4 eee a — — a > i 
é aa : eer ee <n : : aay es oe 
mM, ‘ » Ely ane! ag 4 Sea wt oe » Sm . coats a igi 
; te : Mig h pes oe Be ee kas AF AGLI ‘ =e f , ae ee Scere 
a oh goa DA ae ae 3 Se ie are a eon: Blas — “ ’ : 
Rs j te) pig te cee a ? x Pri tiest eye ie ‘ r PT a no . i nae eae 
: ‘ mada tee Oe ae ia " er a Wt ; “i if if Mise es 
\ Ea ee tie c ge : Errol Wn 4 - te - Pt a 
a ee ee es eae be “en eens aura = _ o- > eet is ii csc 
i } ee Ses Peo tae vipgaey 4 en a ae ae ‘ -— Le uals a 
7 ye oe eee a ae . ee. (eae . al , : i Detect ee eg 
r j NL ge 0 Tag hry a ‘ , a Byer, = eal ae P ‘ ‘= ieee 7 
a a Nt a ec Eee ai a i ai * = NRT 27 aks 2 4 r a " eke : 
oe GROG OD a d neal is ea 
i eee a hina , , Sy ey RT age a f i ee Bef : q 2. ee 
( ee — a ea i —— : a <= ty ; ? 
oe aid P ~ Bias cs . ae “ai ad *4 a : Be ia 
KS : —— : é 5 ee : Sis all 
. ike, nn “a een © 
‘ re ri _ -¥ . > * bi ae 
: 7 — ~ a} 
tip i oa ere 4 J ) 4 ob 2 . 
“a a ¥ - ae! ym ili Ps a) 
> 4 4 5 _ a % Boe 2 ¥ ae 
ie i 2 ae i ; $e Ba eee " cere 
: Re? . aa |} ; a am ee oat 
¥ \ ae ° ¥ eee a Boe Shao eae, 
ai be . j 2 gee Wan » 2 pce gait 
he ; Bie, a 
: q Ss : : eee . <y 
‘i ; = ee eS eS ty ae, r 
. a ; es 
i: " aes oe ee ie 
H . el Peon 9,8 
on ete! ¥ = = ee es a a le 
Ge ia ; = by eine 
: 3 te ees 
. , 7 tag ie : Ga aera 
y & ¢ . eee, 
: | ‘ r is Per ihe 
re | be ‘ ee 
7 J , i) as = 
: z ¢ ye 
an al ’ is ‘ i ‘ re ee 
. : is a ¢ Steet 
res Th Ea fo a ei, 
We x 4 oa cate a 
i ea ‘ ae oi net ‘ i : Cet 
se | Vie eee cs ee he Q wee Li Sata as . hee e : a : a ies Seg . * re 
ar i! aod a : is ' eae ie 
e ) . arc gene 
O . , Fue 
bail a SES 
foe 7 
ae ne 
i Be 
; : : a 
i Sen 
a - eae 
" ‘ 
Be } 
oe 
: | f 
a | 
ang b 
i — 
ee i oe 4 
te hie 
’ : a 
bet ies 
oad eed 
~ rete es 
a piece 
- “ 
i N N ; ; 
Bs: 4 Re 
bine , aed 
a : Pe as 
ne  & \ eae 
a \ & i eases 
a % leva 
a ‘ Regeeh.? 
a _—_ eer 
© % ' a ee 
z ar < , . ¥ > i 
: : - Slashes See ate = ete ae Se aide Sa. cS . a Zheiges Bie dances ; 8 ple Soe ; 
4 ‘ * zi : ae aa Pee : : FS ie Ee oa A Ra OE : er uaa oe 2 its a ta Peat op si eee t v Aca si ee oe 
a ae =, aso = Said E ae eR ts a, hy ie aa - ep shee tan oF Stee ~ Sh sae F ~ I = A ny F ha 
2 ie or eg oe SS nn, eas a ae tee , SSeey ge Seana ee rie OCT SE Te, 50 Sen te eh) = Wd ¢ i ere eee ies eae ae 
; Rie eels. yorslsea elena SRE ee ames et a cls eR ee ala ig A Bo oe ie ee = Pes oe Pan Bey oe Saheb eR Sn en aie ee ee Ss ae PR ay ts” SPF lg De 
be pee ei <i ec De ees ce oe ee ee ee gee — dpe ge ee ee A eer cae tse cee. SSE y+ eee oe Satara ae 
i Se oy le eee eee eS. Se Om Sos eee a ae ee” ee ee cs: UR ae ON, aM, aE i, aaeeee eee Be tice se Sa aia ee eee : 
aay » se eels ae eRe he eae. eT ey sei). eee Wi REN S., Sie Se Sie i 920 SRR aR <a. Ea re OS Sia ieee Ra cr: Pent 0) ai ees en 
<t WA vo ea ae Wego Tee x ae F eee we fo OAS ge 


50 


FRUIT FLAVORED VODKA—James B. | 
Beam Distilling Co. is testing this | 
two-color ad for its new fruit fla- | 
vored vodka in dailies in Long | 

Beach and San Jose, Cal. 


Beam Tests 2-Color 
Ads in Dailies for 
Its Flavored Vodka 


Lonc Beacn, CAt., July 23 
James B. Beam Distilling Co., Chi- | 
cago, is testing two-color news- 
paper ads for its Chateaux fruit 
flavored vodkas in two markets in 
this area. The distiller this month 
opened an eight-week drive in the 
San Jose Mercury-News, and a 
second push is set to begin Aug. 
1 in the Long Beach Independent | 
Press-Telegram, 

The second color in each ad is 
that of one of the five Chateaux | 
flavors—grape, mint, cherry,| 
orange and lime. 

The flavored vodka has been 
promoted with b&w ads in about 
200 markets since the start of 1957. | 

Edward H. Weiss & Co., Chicago, 
is the agency. # 


‘Custom Cars’ Bows Aug. 12 

A new consumer automotive 
publication, Custom Cars, pub- 
lished by Petersen Publishing Co., 
Los Angeles, is scheduled for na- 
tional release Aug. 12. The maga- 
zine will have an initial printing 
of 150,000. Advertising rate will 
be $300 per b&w page. Custom Cars 
will be the eighth Petersen pub- 
lication. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 

for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 


iF oster Joins Field Division 


J 
| 


Daniel Foster, formerly admin- 
istrative vp of Russel M. Seeds 
Co., Chicago, has been named 
manager of the sales promotion, 
production and purchasing depart- 
ments of the educational division 
of Field Enterprises Inc., Chicago. 
Before joining Seeds in 1954, Mr. 
Foster was senior vp of Henri, 


Hurst & McDonald. 


Guild Films Names Lowe 
Marvin Lowe, formerly vp and 

| sales manager of Lippert Pictures, 

‘has been named as midwestern 


|sales manager of Guild Films, tv 


| film producer-distributor. He suc- 
|ceeds Robert C. DeVinny, who has 
| resigned. 


Writers Unatfected 


by Agency Change, 
‘Digest’ Emphasizes 


of the Digest. 

“The editorial] and business af- 
fairs of the Digest are completely 
separate and independent,” Mr. 
Cole emphasized. “Bruce Barton, 
chairman of BBDO, and DeWitt 


| PLEASANTVILLE, N. Y., July 23—/| Wallace, editor of the Digest, have 


| The resignation of the advertising 
account of Reader’s Digest by Bat- 
ten, Barton, Durstine & Osborn 
will have no effect on the editorial 
relations between the magazine 
jana executives of the agency. 

A. L. Cole, genera] business man- 
| ager of the magazine, in comment- 
|ing on a story in ADVERTISING AGE 
| July 22, in which there was an im- 
plication that BBDO executives 
/might no longer be so frequently 
lrepresented in the editorial pages 


been personal friends for 35 years, 
jand Mr. Barton was a contributor 


long before the agency handled 
our account. The same situation 
applies to other agency executives 


|who have been represented in the 
This was underscored today by | editorial pages of the magazine.” # 


WNRC Appoints Keller 


Robert S. Keller Inc., New York, 
has been named national repre- 
sentative for WNRC, New Rochelle, 


\N. Y. The station previously did | buying and merchandising posi- 


not have a representative. 
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Worthington Boosts Fraser 

A. William Fraser, commercial 
vp in charge of the midwestern 
| district sales office of Worthington 
|Corp., Harrison, N. J., has been 
named general marketing manag- 
er of Worthington. He succeeds 
William A. Meiter, who has been 
|/named to the new post of vp for 
| employe relations and organization 
development. 
| 
Wood Joins Coffee Instants 

F. E. (Gene) Wood has been 
named merchandising manager of 
Coffee Instants Inc., Flushing, 
N. Y. He formerly was with Kro- 
|ger Co. for eight years in various 


| tions. 


THE U. S. BUILDING OUTLOOK 
AT MIDYEAR 


1957 building activity is close to last year’s all-time high despite divergent 
trends among individual building types. Strong basic demand for most kinds 
of structures points to a continuing high level of building for the remainder 
of 1957 and beyond, barring unforeseen setbacks to the economy as a whole. 


WHAT'S HAPPENED SINCE JANUARY 


Total contracts for U. S. building construction as 
reported by F. W. Dodge Corporation in the first 
five months of 1957 topped $10 billion—just 1% 
under the all-time high for the period set in 1956. 

Table I below reveals gains for most building types. 
However, these gains were slightly more than offset 
by declines in manufacturing building, public build- 
ing, miscellaneous nonresidential building and one- 
and two-family houses. 


Table | 


Percentage change in dollar volume of construction contracts in the 
U. S. as reported by F. W. Dodge Corporation, 5 months 1957 as 
compared with 5 months 1956. 


BUILDING TYPE 


Commercial. ...... _ UP 94 
ED ¢ 6b ap eee 8s P UP 4% 
Hospital ae ee a ee ee UP 50% 
er ee ae UP 15% 
Social and Recreational .. . . UP 4¢@ 
Large Residential ...... UP 21% 
Manufacturing ....... DOWN 13% 
ere — DOWN 74 
Miscellaneous Nonresidential DOWN 154 
One- and Two-Family Houses DOWN 8% 


The Stable Sector of the House Market 


Strong backing exists for the view that the volume 
of quality houses (principally architect-designed) has 
held steady in the face of this yvxr’s general decline 
in housing activity. Higher qu:lity, higher priced 
houses are financed largely with conventional mort- 
gages, and the number of housing starts with con- 
ventional financing so far this ) + is running ahead 
of 1956 and very close to the m levels of 1950 
and 1955. 
As Table II and the chart 

conventionally financed sector |- 
the new house market. The en': 


h indicate, the 
stable part of 
rop in housing 


starts this year has occurred in the FHA- and VA- 
financed sector. 

A primary cause of the drop in these government- 
insured housing starts has been “tight money.” 
Lenders currently find it unprofitable to finance 
houses at FHA and VA rates pegged by the govern- 
ment at 5% and 414% respectively. Money has 
continued to flow into conventional financing where 
interest rates are free to seek market levels. 


Table II 


New Privately Financed Housing Starts 
5 Months, 1956 and 1957 


Thousands of Units 


1956 1957 
Total Starts 465.3 | 384.2 | DOWN 81.1 
| VA- and FHA-financed 196.5 | 114.2 | DOWN 82.3 
Conventi ily-fi d| 268.8 | 270.0 UP12 


The stabilized high level of conventionally financed 
quality house construction was underlined by an 
F. W. Dodge Corporation survey in March of 105 
architectural firms in 25 cities which indicated that 
despite the over-all decline in housing starts in the 
first quarter architects had more houses on their boards 
than the year before. 


PRIVATE NONFARM HOUSING STARTS 
1950-57 


5 Milfion Starts 


The Stable Part of the New House Market 
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Court Rules Against 
Schenley in Liquor 
Force-Out Tax Case ‘* 


| whisky amount to $117,000,000. 


PirrssurcH, July 23—Schenley | 


Industries’ complaint challenging | successful, an estimated total of |of 


government 


bonded warehouses |which would extend the force-out 


The House has passed the meas- 
lure. # 


ABC Film Syndication, New 


the constitutionality of the tax|$1 billion in claims for tax re-|perhaps problems that were not York, has recouped 50% of its 


force-out law on distilled spirits— | funds could have been filed by the | envisioned or could not be fore- 
involving about $117,000,000 in re-| liquor industry. The House ways | seen when Cong: ess originally en- 
fund claims by the distiller—was|and means committee on July 10|acted the internal revenue laws” 
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| 


|government bonded warehouses. | forced to pay @ tax on whisky in|excise law technical revision bill| Paris & Peart. 

|\Schenley sought a refund of $39,- , 

000,000 in taxes paid in western j|after eight years, whether there | from eight to possibly 20 years. 

Pennsylvania. Its total claims in| was a market for it or not, was | 

five states where it produces | “arbitrary and oppressive. 

The court disagreed. However, | 

If Schenley’s case had been | Judge Mcllvaine took cognizance ABC Film Sells ‘26 Men’ 
| le aryarn “distinct problems, 


Enders Names Schacker 
Marshall Schacker, producers’ 
representative for independent 
foreign film companies, has been 
named to head the New York of- 
fice of Robert J. Enders Inc., 
| Washington tv film producer. The 


production cost on its new series,| now office will be located at 375 
“26 Men,” in its first week of re- ‘Park Ave., but Mr. Schacker will 
lease with sales in less than 50\}. jocated temporarily at 15 E. 


dismissed here yesterday by the| approved an administration bill to and suggested that the orderly way |markets. Sales included H. P-| 49+ st. 


U. S. district court. 
Judge John 


granted a motion by the govern-|had been held illegal 


challenging the 63-year-old law, 
which exacts a $10.50 per gal. tax 
on distilled spirits at the end of 


the eight-year period of aging ale Schenley contended that being'tion by the U. S. Senate of an 'Tea Co. in three markets, through 


lamend the law to prevent this.|to eliminate this would be legis- 
W. Mcllivaine| Under the pending bill, if the tax | lation, not a court decision. 
by the 


Maryland markets, through Rich- 
‘company is hopeful the decision ard A. Foley Advertising Agency, | 


Hood & Sons in New England, 

,about eight markets through Ken- United Names Brunskill 
A Schenley spokesman said that | yon & Eckhardt; Freihofer Baking 
ment to dismiss Schenley’s suit|courts, distillers would have had |the company will appeal the de-|Co. in five Pennsylvania and 
to prove that they, and not their|cision, But he added that the 
customers, absorbed the tax. 


Philip J. Brunskill has been 
named assistant to the manager of 
space advertising of United Air 
Lines, Chicago. He formerly was 


\may bring about early considera-|and the Great Atlantic & Pacific | with Holden, Chapin, LaRue, De- 


troit. 


SECOND-HALF PROSPECTS . 
Building activity during the second half will prob- 
ably continue at—or close to—a record level. 

At least a moderate comeback is to be expected 
in the residential category. Vacancy rates are now 
abnormally low, indicating the possibility of rapidly 
mounting housing shortages if the rate of home 
building doesn’t improve. 

In addition, liberalization of down-payment terms 
on government-insured mortgages, which now seems 
assured, should give a boost to residential activity. 

Some improvement has already occurred. In May, 
for the first time this year, the monthly dollar 
volume of construction contracts for one- and two- 
family houses was at the same level as a year ago. 

The large volume of nonresidential building proj- 
ects reaching the planning boards of architects and 
engineers in the first quarter of 1957—together with 
undiminished basic demand for schools, hospitals 
and churches—assures a large volume of construction 
contracts in the last half. 


THE LONGER TERM OUTLOOK 
A prolonged continuation of record building levels is 
indicated. The basic demand factors that are oper- 
ating are long-term factors nullifiable by nothing 
short of economic or international crisis. For example: 


Population growth— 
will continue at the rate of about three million persons 
annually with predictable effects on our needs for 
almost every type of building. 


Family formations — 


(basic demand factor in housing) are currently at 
their low point and increases are to be expected from 
now on. The rise will be gradual for several years, 
rapid in the 1960's. 


Population mobility — 


aboul 20% of the population moves to new localities 
annually. 


Technological change— 


is expected to continue at unprecedented rates spurred 
on by huge expenditures for research which are open- 
ing new vistas for industrial development. 


Highway construction — 


the vast program of highway construction now under 
way cannot fail to have far-reaching effects on building 
construction. Demolition of existing buildings will 
create demands for new structures, and easy access 
to newly developing areas will stimulate construction 
of houses, shopping centers and other commercial 
facilities, and industrial buildings. 


Obsolescence — 


will continue to be the chief spur to U. S. building. 
Behind the high rate of obsolescence of buildings in 
America is a free and energetic people hard bent on 
betterment. So it is that existing schools are being 
rapidly obsoleted by new teaching programs, hospitals 
by new medical treatments, factories by new produc- 
tion methods, stores by new merchandising tech- 
niques, and houses by new ideas for better living. 


OUTLOOK FOR SPECIFIC BUILDING TYPES 


Houses: Extremely low vacancy rates 
during the past year indicate a consider- 
able amount of underbuilding in the 
housing field. Current potential demand 
amounts to at least 14% million housing 
units per year. Demand will continue to 

w as the rate of household formation 
increases and the standard of living rises. 
Demolition of substandard units will 
provide additional demand. 


industrial Buildings: Expansion needs 
of the economy will continue rising in 
line with increases in population and the 
standard of living. Increased output per 
man hour will require newer and more 
efficient plants. This means high levels 
of demand for industrial buildings for 
years to come. 


Stores: Additional merchandising facili- 
ties will be required to meet expected 
population increases. Construction of 


modern retail outlets will show continued 
gains due to the movement toward the 
suburbs and the added impetus of the 
Federal Highway Program. To cope with 
increased suburban competition, down- 
town buildings will have to be modern- 
ized, new buildings constructed. 


Hospitals: Demand for additional hos- 
pital buildings is likely to rise sharply 
during the next decade. Higher standards 
of living, expansion of medical insurance 
plans and a large increase in the number 
of persons 65 years of age and over will 
all mean more pressure for medical care. 
Changes in hospital procedures will make 
older facilities obsolete. 


Religious Buildings: The expected rapid 
rates of population growth will mean 
continued increases in the size and number 
of religious congregations. Church at- 
tendance, church membership and church 


who plan over four-fifths of all U. S. building 


“workbook of the active architect and engineer’ 
119 West 40th Street - New York 18, N.Y. « OXford 5-3000 } 


financing potentials are all strongly on 
the increase. Suburban growth will also 
rovide additional need for religious 
uildings. Expanding community func- 
tions of religious buildings (educational 
and social, primarily) are outmoding 
many church plants. 


Educational Buildings: The school-age 

pulation will be increasing rapidly dur- 
ing the next decade. Large-scale con- 
struction of educational buildings will be 
required to meet the needs of these 
students. An even greater percentage of 
high school graduates than at present 
will go on to college, adding to the al- 
ready tremendous pressure on such insti- 
tutions for expansion. 


Mornay SK 


Vice Chairman 
F. W. Dodge Corporation 


Extra copies of this advertisement are available from 


ARCHITECTURAL RECORD 


MAGAZINES 
AND BOOKS: 


Architectural Record 


F.w. DOD 


‘Chain Store’ Boosts Romaine 
Stanley Romaine has _ been 
named eastern advertising manag- 
er of the variety store editions of 
Chain Store Age, a new position. 
Mr. Romaine has been on the sales 
staff of the publication six years. 


Serves Management 
On Printing And 
Binding 


Letters from coast to coast report 
that advertising executives not only 
read AR, but file monthly copies 
for continued use. Here are typical 
articles on printing developments 
and cost-cutting ideas which were 
popular with AR’s 21,000 readers: 
“A Report on Printed Phonograph 
Records” 
| “A Guide to Screen Process” 
“How to Use Photogelatin” 
“Printing Progress; 1957" 
“Bisquick's 9 Million Copy Insert" 
“What's New in Fluorescent 
Color” 
“Pleasing Color, Eastman’s New 
Process” 


Sells Management 
On Printing And 
Binding 


Suppliers with new products, or 
new uses for established products, 
find AR the ideal medium to reach 
advertising managers who are alert 
to product opportunities—and have 
the budgets to invest in them. 
Among leading advertisers relying 
on AR’s marketing power are: 
J. W. Clement Co. 

The Heinn Company 

Naz-Dar Company 
Cummins—Chicago Corp. 

W. A. Krueger Co. 

The Cuneo Press 

H. S. Crocker Company 

D. F. Keller Co. 

Lawter Chemicals, Inc. 

Interstate Printing Co. 

General Binding Corporation 
Whether printing and binding rep- 
resent your problems or your 
products, turn to AR for results! 


Adwertising 
Biamcgenimensnne ants 
Pubhshed by ae 
ADVERTISING AGE and INDUSTRIAL MARKETIN 
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Abelow Joins Chemical Papers 

Asher B. Abelow, formerly ad- 
vertising manager of Tire Mart 
Inc., and its associated companies, 
Vanderbilt Tire & Rubber Corp. 


and Tire Mart Stores Corp., has 
joined Chemical Engineering and | 
Chemical Week, McGraw-Hill | 
publications, as mail order promo- 


Coming 
Conventions 


tion manager. 
| 


The local merchant 


knows his market! 


largest city. 


*Exclusive of roto, comics, legal and church notices. 


In 1956 Montreal Retailers placed 13,945,024 
lines of Retail Display* in the Montreal Star— 
over 4,000,000 MORE than the combined total 
of the other two English dailies in Canada’s 


The Montreal Star 


} 

| “Indicates first listing in this column. 
| Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
|cies Network, annual meeting, Jackson, 
| Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn. 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

*Sept. 11-13. Newspaper Advertising 
Managers’ Assn. of Eastern Canada, annual 
convention, Mount Royal Hotel, Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York regional conference, The 
Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
}ence Board, 5th marketing conference, 
| Waldorf-Astoria Hotel, New York. 


Sept. 22-25. Second annual Newspaper 


a ae 


Michigan's Great 
Capital Daily 


CIRCULATION: 
POPULATION: 


METRO. COUNTY AREA 


LANSING, 


(CAPITAL CITY) 


66,350 
208,400 


_ Capital City — 
of Michigan 


MICHIGA} 


(MONOPOLY STATE) 


THE STATE JOURN 


“Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


Flan Cons 


ae 
9g halla 


Adams 
NEW OFFICERS—New officers of the Hollywood Advertising Club get 


Crane 


together with outgoing president, 


Rowland 


Cahill Brembeck Seitz 


Frank Crane of KPOP. Vic Row- 


land, Capitol Records, is the new president. Other officers are Jack 

Brembeck, KABC-TV, ist vp; Felix Adams, KLAC, 2nd vp; Jerry 

Cahill, Hollywood Mat & Engraving Co., treasurer, and Phil Seitz, 

Advertising Age, vp for public relations. Not present: Marge Craw- 
ford, Marge Crawford Public Relations, secretary. 


ROP Color Conference, 


American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 


rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 


tions Assn., annual convention, Edgewa- 
ter Beach Hotel, Chicago. 


tions, Chicago Regional Conference, The 
Drake, Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, 
Tenn. 

Oct. 10-12. Midwest Advertising Agen- 
cy Network, Columbus, O. 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 1-3. Midwest Intercity Conference 
|of Women’s Advertising Clubs, AFA, 
|Des Moines. 

Nov. 10-14. Outdoor Advertising Assn 
of America, 60th annual convention, 
Jung Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 


sponsored by | lishers 


Men's Club of Chicago and the Art Di-| 


Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 14. Advertising Research Founda- 
jtion, third annual conference, Hotel 
| Plaza, New York. 
| Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 


Sept. 29-Oct. 4. Financial Public Rela-| velt Hotel, New York. 


Oct. 7-8 National Business Publica-| Pilsener Starts Summer Push 


Pilsener Brewing Co., Cleveland, 
|has begun a three-month summer 
|push to promote its P.O.C. beer, 
|leading seller in the Cleveland 
|market. Pilsener is sinking an esti- 
|}mated $225,000 into a campaign 
that features tv testimonials by 
Eddie Bracken, Constance Bennett, 
| Arthur Treacher, Pat Carroll, Lee 
| Bowman and Carl Reiner. Used in 
— 20- and 60-second spots on 
|both radio and tv, the same stars 
| also appear in newspaper ads in 
|Cleveland and Youngstown. Other 
| media include 50 painted bulletins, 
larger than 24-sheet panels, in 
northeastern Ohio, and more than 
600 cab and car cards in Youngs- 
town, Lorain and Cleveland. 
Pilsener’s agency is Clifford A. 
Kroening Inc. 


Hunt Names Miller S.M. 

S. Lee Miller has been named 
general sales manager of Hunt 
Foods & Industries, Fullerton, Cal. 
| The position was previously a duty 
of Hans Erlanger, who continues as 
vp in charge of sales. Mr. Miller 
has been with Hunt since 1947. 


FROM SUN-UP TO SUN-UP ... 


THE FINE QUALITY OF ENGRAVINGS 
BY DOT NEVER VARIES. BEAUTIFUL 
COLOR, OUTSTANDING BLACK AND WHITE. 


Dol Engravers, Ine. 


600 W. 


VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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Advertising Age, July 29, 1957 
Food Chains Hit 
Record $19.5 Billion 
Sales, Says Report 


(Continued from Page 3) 


living better, with 40% of the 
housewives having outside jobs 
and spending more. 


® Gross margins for the food 
chains have gone up. In ’55, items 
with gross margins under 10% ac- 
counted for 13.8% of dollar sales. 
In ’56 this group of items droppea 
to 11.9% of dollar sales. 

On the top, gross margins got 
higher. Not counting produce and 
meat, items with a _ better-than- 
20% gross margin in '55 accounted 
for 28.4% of dollar sales. This fig- 
ure rose to 28.6% in ’56. 

Perishables continued to play a 

dominant position in food chain 
sales, the report says. In ’55 these 
departments accounted for 52.7% 
of dollar sales. Slight drops in 
meat and produce were offset by 
percentage gains in frozen foods, 
baked goods and dairy items. The 
result: In spite of a dollar sales 
gain of about $800,000,000, per- 
ishables did not vary in relative 
importance to the rest of the store, 
the report points out. Other find- 
ings: 
e Items with average gross mar- 
gin of 25% and up in ’56 are 
listed as health and beauty aids, 
2.6% of total sales; housewares, 
1.3%; household supplies, 0.8%; 
pickles and olives, 0.6%; waxes 
and polishes, 0.4%. 


e Items with average gross mar- 
gins of 20% to 25%—frozen foods, 
4.6% of total sales; bread and 
cakes, 4.0%; cookies and crackers, 
2.6%; candy and gum, 1.9%; 
cheese, 1.9%. 


e Items with average gross mar- 
gin of 15% to 20%—canned vege- 
tables, 2.8% of total sales; paper | 
products, 1.9%; canned fruits, 
1.6%; dressings and sauces, 1.2%; 
mixes and baking supplies, 1.1%. 


e Items with average gross mar- 
gin of 10% to 15%—detergents 
and soaps, 3% of total sales; eggs, 
2.1%; margarine, 1%; soups and 
canned milk, each, 0.9%; lard 
shortening, 0.8%. 


e Items with average gross mar- 
gin of 10% and under—cigarets 
and tobacco, 4.3% of total sales; 
regular coffee, 2.9%, fluid milk, 
2.1%, butter and sugar, each, 


1.3%. 


s Non-foods, the report says, con- 
tinue to be an important contri- 
butor to dollar sales. “There is 
still a mixed opinion about non- 
foods,” it says. “The question is 
not whether food chains can han- 
dle non-foods  profitably—that 
answer is yes—but how far suc- 
cessful operations should go in 
terms of over-all store impression 
on the customer.” # 


National Tea Buys Chain; 
Signs for King Korn Stamps 

National Tea Co. has acquired 
Council Oaks Stores, a chain of 85 
food stores in Iowa, Minnesota, 
Nebraska and South Dakota, with 
headquarters in Sioux City, Ia. The 
distribution and processing facili- 
ties of Tolerton & Warfield Co. 
former operator of the Council 
Oaks chain, were also turned over 
to National Tea. 


National’s newly-acquired stores 
will begin issuing King Korn gift 
stamps soon, as is done now in two | 
National Tea outlets in Elgin, Ill. | 


McCoy to Lago & Whitehead 
Dale W. McCoy, formerly na- 
tional advertising manager of the 
Wichita Beacon, has been named 
new business sales coordinator of 
Lago & Whitehead, Wichita agen- 
cy. He will be responsible for new 
business development of the agen- 


cy. 


P&G Drive for Crest Uses 
August Magazine Spreads 
Procter & Gamble is launching | 
a campaign for Crest toothpaste 
with the slogan, “Look, Mom—no | 
cavities,” in August issues of| 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, Parents’ Maga- 
zine and Reader’s Digest plus tv 
spots on “This Is Your Life” 
(NBC-TV). 


Each ad will be a|has 
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Opening spread features a Nor-;Fresh canned cake products. The| 


man Rockwell painting of a|agency already has Paton’s Golden 
youngster returning from the den-| Blossom honey. Oven Fresh for- 
tist and an article on Crest by|merly was with John C. Morrow 
Marguerite Higgins, journalist.) Co. 

Benton & Bowles, New York, is 


the agency. 
| Martin Kessler has been named 
Doherty, Clifford Adds One assistant business manager of Knox 


John G. Paton Co., New York,| Reeves Advertising, Minneapolis. 
named Doherty, Clifford,!Mr. Kessler formerly operated his 


Kessler Joins Knox Reeves 


righthand color page with facing| Steers & Shenfield, New York, to}own management consultant com- 


b&w page. | 


handle advertising for its Oven| pany in Minneapolis. 


at 
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That’s What Advertisers Reach in 


he Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstand Sole of Any Sports Weekly 
Pubiished Weekly Since 1886—70 Continvous Yeors 


last! 


a new way 
to sell America’s 
teen-age girls! 
MASS on inert fale 


During the past twelve years, the teen-age girl population 
of the United States has grown enormously in numbers and 
spending power. It’s now a market of over eight million girls. 
with more than four billion dollars a year to spend on clothes, 


cosmetics and accessories! 


During this decade of fantastic growth of the teen girls mar- 
ket, not one new magazine has been introduced to cater to their 
interests in fashions, fun and self-improvement! 


Now, after four years of intensive preparation, MISS Mag- 


azine fills this important gap. 


The first issue of MISS will be on newsstands in August. 
MISS features more editorial beauty ‘pages than any comparable 
magazine! MISS is truly young in spirit — lively. appealing. 
colorful. Its compelling pages will direct hundreds of thousands 
of eager-to-buy young readers to stores throughout the country. 


MISS is published by one of America’s biggest publishing 


These major national advertisers are among the many already scheduled in the next 
issue of MISS: John H. Breck Ine.; Coty: Lana Lobell Fashions; Maybelline Co.; 
Tampax: R. Wallace & Sons (Wallace Sterling ). 


Miss 


Eastern Office: 

D. P. Riker, Manager 

10 East 40th St., New York 16, N. Y. 
MUrray Hill 9-3780 


New England Office: 
Louis J. Bresnick, Manager 


304 Washington Ave., Chelsea 5). Mass. 
CHelsea 3-3335 


magazines and books! MISS is ed 
Seventeen and Modern Bride, Jean 


Now you have a NEW way to sel 
customers 
the NEW fashion and beauty maga 
zine for girls! 


IMPORTANT FACTS ABOUT MISS 
Closing dates for Winter issue (on-sale 
November Ist) are: 4-color, 8/19; 4- 
color covers. 2-color, and b & w, 9/1. 
Printed in rotogravure: cover price. 
35e: initial circulation guarantee. 
250.000. Newsstand distribution 
through the Hearst Corp. Interna- 
tional Circulation Distributors. 


Pines Publications Inc., 10 East 40th Street, New York 16, N. Y., MUrray Hill 9-3780 
Ned L. Pines Publisher ¢ Frank P, Lualdi General Manager ¢ Victor F. Dee Advertising Director 


Western Office: 

Harold L. Collen, Manager 

520 N. Michigan Ave., Chicago 11, Ill. 
DElaware 7-2735 


West 


companies, with annual newsstand sales of over 135 million 


ited by a former editor of 
Carney. 


1 America’s millions of teen 


through the sprightly, sparkling pages of MISS, 


Coast Office: 


Murray Bothwell, Manager 
234 East Colorado St., Pasadena 1, Calif. 
RYan 1-9155 
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Larkin Buck Burkhard 


Star Fifer Wagenseil 


NEW AD CLUB OFFICERS—Officers of the newly formed Ft. Lauderdale 
Advertising Club get together to plan the club’s future. Lou Fifer, 
public relations director, First Federal Savings Loan Assn., is pres- 
ident. Bill Star, advertising manager, Ft. Lauderdale Daily News, is 
vp, and Hugo Wagenseil, Hugo Wagenseil & Associates, secretary. 
Gill Sayward, treasurer of the club, is not present. Directors are 
Bob Bowles, manager, Radio Station WFTL; Peter Larkin, Larkin 
Associates; Ed Buck, Buck Outdoor Associates, and August Burk- 
hard, August Burkhard Associates. 


BLUE CHIP DISPLAY— 
Harvard Mfg. Co. 
salesmen can 
earn a “blue 
chip” dividend 
pay stock listed 
on the New York 
Stock Exchange 
for each one of 
these _ displays 
carrying Harvard 
bed frame acces- 
sories they sell to 
dealers. Displays 


PHOTO 
REVIEW 


“SPOON Size" 
SHREDDED WHEAT 


FLYING SPOONS (AND SAUCERS?)—Na- 
tional Biscuit Co. is featuring its 
Spoonmen on a new package for 
“spoon size” Shredded Wheat Jun- 
iors. Spoonmen are cartoon char- 
acters who have been promoting 
Juniors on Nabisco’s “Rin Tin Tin” 
tv show. 


from Pittsburgh to PARIS... 
: 


U 


ON DUTY—Johnson & Johnson is 
promoting its baby powder and 
baby oil this summer with this 
lifeguard stand display. The head- 
line reads “Two guards on duty for 
summer skin care.” Young & Rubi- 
cam, New York, is the agency. 


Stoney's 


Means a Smoother 


Advertising Age, July 29, 1957 


PRETTY PATTI— 
Songbird Patti 
Page autographs 
a record for F. B. 
Patton, vp, soap 
and _ chemicals, 
Armour & Co. 
Miss Page’s new 
CBS-TV show 
will be sponsored 
by Dial, an Ar- 
mour product. 


‘ROUND THE WORLD IN A YEAR—Year-long series of billboards for Jones 

Brewing Co., Smithton, Pa., by Cavanaugh Morris Advertising 

Agency, Pittsburgh, like this one, has international flavor. Other 

ads read “from Latrobe to London,” etc., featuring cities around the 
western Pennsylvania area. 


sell for $10. 


Allen Magee Bolin Hunt Redhead Sharp Veckly Deines 


CLIENTS AND FRIENDS—150 clients and guests toured Fuller & Smith & Ross’ new offices ig, Westinghouse Electric Corp.; T. M. Hunt, advertising manager, Alcoa; Hugh 
in Pittsburgh July 16. Shown here are Robert E. Allen, president of F&S&R; Frank fF. dhead, F&S&R vp, and J. M. Sharp, Alcoa advertising promotion manager; and 
L. Magee, exec vp, Aluminum Co. of America, and Roger Bolin, director of adver- n Veckly, director of advertising, U.S. Steel, and Harry Deines, F&S&R vp. 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For automobiles and accessories, and also gas and oil, the 
people of the 14-county Greater Philadelphia market spend 
$1.252.573,000 a year. You reach them in the home where most 
of the decisions to buy are made when you use the advertising 
columns of Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. And this newspaper provides R.O.P. spot 
and full COLOR—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it. trust it and respond to the advertising in it. The Bulletin 


is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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Department Store Sales... 


Sales Rise 5% in Week Ended July 20 


WASHINGTON, July 25—Depart-, 
ment store sales in the week end- | 
ing July 20 were 5% ahead of sales | 
for the similar week of 1956, the | 
Federal Reserve Board reported | 


today. Sales for the four weeks to 
that date were 4% ahead and for 
the year to date, 2% ahead. 


® Of the 12 FRB districts, only 
two showed losses: Boston, 4%, 
and San Francisco, 1%. The rest 
all showed gains: New York, 2%; 
Philadelphia, 4%; Cleveland, 3%; 
Richmond, 9%; Atlanta, Chicago, 
and St. Louis, 5%; Minneapolis, 
8%; Kansas City, 9%, and Dallas, 
11% 


figures will not be available until 
next week. Sales for the previous 
two weeks broke down as follows: 


% Change from ‘56 
Week Ending 


Federal Reserve July July 
District Area, and City 6 13 
UNITED STATES .............. +4 +5 
Boston District ................. +5 +6 
Metropolitan Areas 
Boston ......... sin wm > J +11 
Suburban Boston a + 8 

COMTIA RO .0..0.00cceceseserrse000e +19 +4 

a =e e 

Quincy ..... +3 
CO rae —5 
City 
SPrimMMieda’ .......ccccccereccsereeee +10 -- 6 

New York District ................ +8 +5 
Metropolitan Areas 
Buffalo occu. ssnnepsnecseses +4 
New York-N.E. 

NOW JOTBOY occccecccecerssssseees r+ 9 +5 
Newark —4 
New York — 5 

Rochester +3 
RE 0 
Phiiadelphia District ............ +1 
Metropolitan Areas 
Wilmington ...0....ccccccceneee r+ 7 —15 
Trenton ............ +4 +6 
TEIN ccpnschnscstncteabeitbbsinia r 7 +1 
Philadelphia . — 5 +1 
EEE +14 +20 
ae Tr 4 0 
Wilkes-Barre-Hazelton ... + 2 +8 
Cleveland District ..000.....7r © +2 
Metropolitan Areas 
Lexington  ......... 2 +12 
Akron ... 2 —3 
Cincinnati . 0 —4 
Cleveland 4 —1 
Columbus - 1 —2 
Springfield ............. . u. —3 0 
TD seeacitedtotanine " —3 —8 
Erie watt iiecinendenten —1 +4 
Pittsburgh ..... ‘ +5 +13 
Wheeling-Steubenville ... + 1 0 
Richmond District ........... r—- 8 + 5 
Metropolitan Areas 
Washington  nncccccceiseccscnne. — D9 +1 
Downtown Washington .. r—11 9 
Baltimore ......... . .r+ 1 +14 
Downtown Baltimore .... r--16 —9 
Richmond sphlinmeattiteeneenvsat r—1ll —5 
Atlanta District . oon Se GF ve & 
Metropolitan Areas 
Birmingham um #2 © +19 
Jacksonville . a —4 
EE Sanne r+ 4 +3 
Miami City ... we Tr 8 —1l1 
RD , ceenstitisinin a —3 
Augusta ............. sve F+10 + 5 
New Orleans . ~ —8 0 
Er r+11 ° 


IID vcisndipsdicsahendiestianameeliih —10 +24 


. largest 
Chicago's rode 


graphic 
firm invites your patronage. 


Ket tice 


Singleweight Quantity 5x7 


8x10 

glossy 25 $ 2.75 $ 4.00 
prints 50 4.50 6.00 | 

100 8.00 9.50 

250 17.50 22.50 
500 30.00 42.50 

1000 55.00 75.00 

Negative 1.15 1.65 


PHOTO ELMAGe 


59 E. llinois $t., Chicago 11, Hl. 
Whitehall 4-2930 


City 
MED. scxscccsnnsccnatennimimntenintiiiens +5 
Chicago District... +3 
Metropolitan Areas 
Chicago . 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District ................ —4 
Metropolitan Areas 
Little Rock ..... . er | 
Louisville ..... —_ 4 
St. Louis .. —2 
Memphis ...... —l1 
Minneapolis Di —-!1 
Metropolitan Areas 
Mpls.-St. Paul ............ . 2 
Mpls. and Suburbs .......... — 1 
ORs BREE cccccescnscasccccscsanionsstaall — 5 
Cities 
Duluth-Superior _............... +8 
Kansas City District ............ +9 
Metropolitan Areas 
BRI UGR  cccrecccceswsiencesttieemetignnes +7 
FOEIID  orencccocessennseiliginnosoctantinnee +7 
Wichita ........... soe F419 
Je eee +2 
AIDUQUETQUE ....cccccccccceeeeenees +27 
Oklahoma City .. we +11 
DORRG  cencrcaliunttedsncngtamnninn 4-10 
Cities 


Department Store 


Sales Barometer 


Change from 1956 


+ + 
Swreow “ao 


- 
znuw oe 


+++ ++ +++ +14++ ++! 
“ao 


— 


ae nouns od 


++| 


Week Ended 

july 20,57 5% 

Jan. 1, ‘57 to 

July 20, ‘57 2% 

A r— 5 + 

Kansas City .... 0 + 
Dallas District W000... +15 + 
Metropolitan Areas 

ac enctancerttince +15 


Metropolitan Areas 


Los Angeles-Long Beach 4+ 5 
Downtown Los Angeles .. — 3 


[+ F+4++1+ 
ou eahaoe 


Advertising Age, July 29, 1957 


Westside Los Angeles... + 6 + 4) resigned to accept the post of con- 
oo aiieiainadentnaiibiinpihanst TS 4 troller of programs for Granada 
San Francisco-Oakland... 0 — 1| Television Network, London, Eng- 
San Francisco City .......... +2 —8)/land. Mr. Griffiths was with CBC 
ae Siattiiinannencetanstiibnenscess — 4 75 for 16 years, and had been asso- 
Salt Lake City —5|ciated with Canadian television 
Seattle — 2}|since its inception. 

Spokane —8 

Tacoma — 6 


"Pata not available. | Katz Agency Names Two 
Katz Agency, New York, station 
Hoffman Unveils Test Bus representative, has added two 
Hoffman Beverage Co., Newark, |Salesmen to its tv staff. Frank P. 
has introduced a $50,000 mobile |Rolfes, formerly with Blair Tele- 
taste-testing laboratory, built into|vision Associates, has joined the 
an air-conditioned bus. In addition |Chicago staff, replacing James 
to a quality-control laboratory to| Hoel, who left to become commer- , 
test Hoffman soft drinks taken off |cial manager of WTCN-TV, Min- 
store shelves, the 35-foot unit is |neapolis. John D. Kelley, previous- 
equipped with taste-testing booths |!y with the Television Bureau of 
and sampling counters. The bus Advertising, will be assigned to the 
will tour shopping centers and su- | New York office of Katz. 
permarkets in the New York and 


Newark metropolitan areas. 
Norman, Craig & Kummel, New 
Griffiths Leaves CBC York, has named Gerald Shapiro 
Stuart Griffiths, in charge of|senior account executive. Anne 
special tv program development /|Tolstoi Foster and Sidney Lerner 
and a member of the staff of the| have been named copy group su- 
Canadian Broadcasting Co., has! pervisors at the agency. 


Norman, Craig Boosts Three 


to give it away to get rid of it. 


Elementary. It happens among radio-&-television 
business publications, for instance. The leader — 


BROADCASTING-TELECASTING — gets the paid 


circulation. Twice as much of it as any other maga- 


zine claiming to serve the field! 


The rest have to fill their theatres of distribution 
with lavish giveaway of copies — particularly in the 


The top hit show at the regular box-office price? Or some third- 


When people really want something, they’re willing 
to pay for it. When they don’t . . well, you may have 


important agency-advertiser areas of their audience. 


Today, B-T has more paid distribution than the other 
three radio and TV publications combined . . a 
popularity you'll find documented down to the last 
decimal by the Audit Bureau of Circulations. Nothing 
shines such a glaringly precise spotlight as an ABC 
statement does upon what — and how many — people 
actually pay for a publication. Small wonder that 
B-T alone of all the journals in the radio-TV field 
has voluntarily sought (and qualified for) member- 
ship in the Audit Bureau of Circulations. 
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Making Ad Film, Adman Kuplerski Rubs 
Shoulders with a Model—a Charging Rhino 


(Continued from Page 2) 
load weighs some 50 to 60 lbs. 
Once in Africa he lives off the 
land and the game he shoots. He 
doesn’t even carry soap. “You get 
pretty ripe after a couple of weeks 
in the bush,” he said. 


= “I go to Africa at this time of 
year, because this is when it’s dry, 
and the sun is brightest for film 
work. I take no tent; I sleep on the 
ground. One man can’t carry much 
if he’s loaded down with guns and 
cameras.” 

Mr. Kuplerski, who has spent 
years as a free-lance photographer 
and illustrator for ad agencies, 
made his first trip to Africa a 
couple of years ago on speculation. 
That’s when he started traveling 
light. When he got back to the 
States and showed his stuff to Ly- 
man Gun Sight, he made a film 
sale. 


Ed Kuplerski 


On this year’s safari he wants to 
do “a better job of photography and 
show more interesting things—a 
general interest film that captures 
the temperament of the country, 
the people and the animals.” 


» | have had it.” # 


| Miami. 


But he thinks this will be his 
last jaunt to the jungle. 


s “I’ve been charged and knocked 
down by a rhino twice, stampeded 
by elephants and charged by a 
lioness, I think after this one, I'll 
(Continued from Page 3) 

pally.in California and Arizona. It 
Two Join Quednau Agency was introduced into the Chicago 

George Chamberlin and Arthur | 2" several months ago. An en- 
Poppenberg have joined Henry | /@"gement of the marketing area 


’ Quednau Inc. as heads of a new | # now planned. 


Miami office in the Pan American 


|Bank Bidg. Both men were for- ® Asked the reason for shifting the 
|merly with WTVJ, Miami. First 


Breast O’ Chicken tuna account, 


account to be handled in the new) 7". ao ae wes en ower 
office will be Holsum bakers of ship decision. But I presume it was 
| felt that our advertising needed a 
|change of pace. I saw the Guild, 
Murray Names Baumbusch VP |Bascom & Bonfigli presentation, 
Kenneth R. Baumbusch has been and it contained some really new 
appointed vp and general manager | merchandising ideas. They are 
of John F. Murray Advertising | now submitting a detailed plan.” 
Agency, New York. Mr. Baum- | Mr. Requa said that he felt GB& 
busch was formerly marketing|B’s announced specialization on 
manager for new products of B. T.| food accounts played a part in the 
Babbitt Inc. Westgate decision. 
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‘ 
} 
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1) a “full house” averaging 18,938 paid-for 
copies during the first six months of 1957 


. . more paid distribution 


radio-TV business publications combined! 


2) 


6 smeng these, not so incidentally, 
are some 1,000 big-decision- 

makers at America’s 40 largest 
radio-TV agencies. Last year they 
steered the spending of about 
$1,000,000,000 (yep, Billion) in the 
two electronic media! It’s enough 
to make a station manager drool . . 


i AUGUST 


a box-seat group of 5,087 paid agency- 
advertiser subscribers who look upon B-T 
as a vital partner of each week's work.* 


than all other 


1 ay. . 


BM rater that can only fill up its theatre by giving the tickets away? 


| Jammed to the veritable balconies with paying cus- 
tomers, the B-T audience — according to the very 
latest ABC statement — tallies thusly: 


When you invest your money in a new play, you 
never can be quite sure how it’s going to pay off. 
But when you invest your advertising money in 
BROADCASTING.-TELECASTING, you know that 
a guaranteed audience is always waiting . . counted, 
classified, and receptive, 


This is likely to be at least one of the many reasons 


why radio-TV advertisers ran 4,063 pages in B-T 


during 1956 — more than they did in the next three 
publications combined. There’s always something 
about a hit that just naturally packs ’em in! 


TELECASTING 


1735 DeSales Street, N.W _ Washington, D.C. 
a member of the Audit Bu; .u of Circulations 
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Agency's Stress on Foods Influenced 
Tuna Packer's Choice of Guild, Bascom 


Mr. Lane, now president of 
Barnes Chase, remains as a con- 
sultant to both the tuna packing 
and the marketing company and 
remains a director of the Smith- 
controlled baseball property. 
Meantime a five-member opera- 
tions committee headed by George 
Dew, as chairman, is directing the 
tuna packing and the tuna market- 
ing companies. Mr. Dew has been 
identified with C. Arnholt Smith 
properties for many years. He re- 
turned five months ago from Peru, 
where he set up a South American 
tuna fishing and packing operation 
for the Smith interests. + 


Hugh A. Mitchell Heads 
McCann-Erickson, Boston 
Hugh A. Mitchell, a vp and 
group account head of Mc- 
Cann-Erickson, New York, has 
been appointed general manager 
of McCann- 
Erickson, Boston. 
He succeeds Wat- 
son H. Gordon, 
who has retired, 
but is continuing 
in a consultant 
capacity to the 
Boston office. 
Karl A. Brauti- 
gam, vp, group 
head and mem- 
ber of the agen- 
cy 35 years, suc- 
ceeds Mr. Mitchell in New York. 
Mr. Mitchell joined McCann 30 
years ago and has supervised an 
extensive list of accounts. After 
the war, he was in the London of- 
fice for six years as European di- 
rector of the agency’s accounts. 


Hugh A. Mitchell 


Newsletter Goes Quarterly 
Nuclear Engineering, published 
since April, 1954, as a monthly 
newsletter, will now be published 
quarterly in standard magazine 
size and format, according to Con- 
sulting Engineer Publishing Co., 
St. Joseph, Mich. Editorial will be 
under John F. Lee, professor of 
mechanical engineering and grad- 
uate administrator at North Caro- 
lina State College. Ad solicitation 
will not begin until circulation is 
built, the publisher said. 


You’re in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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Cleveland Agencies Merge 
Howe Advertising Agency, 

Cleveland, has merged with Sted- 

feld & Byrne, Cleveland. Business 


will be conducted from the new | 


and enlarged offices at 1526 Woos- 


Advertising We Can Do Without... No. 18 


BRING THE BEACH TO YOUR BACK YARD 


with a paradise 


FAMILY SWIMMING POOL 


ter Rd. under the Stedfeld & 

Byrne name. Officers are Hal 

Stedfeld, president; Art Howe, vp, | Concrete pool. all sizes, for as little as $2100 — complete with a 
and P. M. Hollinger, secretary. ladder and filter system! Installed in a week to ten days! 


The agency now has 32 accounts. 


| 
| 
| 
| 


@ 


The Biggest Buy 


On Route 9 at Natick-Wellesley Line 


Also smaller aboveground circular pools for as 


® Concrete pool with liner made of Bakelite Krene! 
© Liner guaranteed — no expensive annua! painting or upkeep! 
* Use pool as a skating rink in the winter! 


SCOTT DISTRIBUTORS 


$695 


little as 


Tel. Olympic 5-0040 
Open till $ PM. 


PRIZE 
PAGEAGE... 


At the American Institute of Graphic Arts 


“50 Packages of the Year” 


contest, a 


three-award Winner was this Lever 
Brothers Company pre-packed corru- 
gated floor stand: for Production, for 
Design, for Printing. Fuss-free, thrifty 
with space, sales-persuasive . . . this 
Gibraltar self-shipper is an especially 
prized package at the retail level. 


Everybody loves a Winner. For yours, 
just call The Man From Gibraltar. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


350 Worren Street, Jersey City 2, W. J. 


NEW YORK: DIGBY 4-0580 


NEW JERSEY: HENDERSON 2-4462 


SEEKS THE MOTIVATION—George D. 

Noble Jr., division manager of 
New England Telephone & Tele- 
| graph Co., Brockton, Mass., sends 
|along this strange advertisement 
| which professes to secure reader- 
ship with a $6.95 price tag on a 
family swimming pool as a con- 
tribution to AA’s “ads we can do 
without” series. “Some advertis- 
|ers should trade places with the 
|public on the motivationist’s 
|couch to discover what strange 
| logic inspires ads like this,’ he 
says. 


Appletonians Make 
‘Winston No. 1 Brand, 
‘Post-Crescent’ Finds 


| APPLETON, WIs., July 23—-For the 
| second straight year Winston has 
|remained the top cigaret among 
| both men and women smokers in 
|ihis market and continues to be 
the only brand to appear on the 
list of top four brands for both 
sexes. 

Among Appleton women, 19.5% 
of smokers prefer Winston, while 
among men the brand is preferred 
by 17.2%. The next three top 
brands for women are L&M, Vice- 
roy and Marlboro—entirely differ- 
ent from Nos. 2, 3 and 4 for men: 
Camel, Lucky Strike and Pall Mall. 

Winston’s success here is charted 
in the Appleton Post-Crescent’s 


study just published. The survey 
covers the Fox River valley popu- 
lation center of an estimated 118,- 
480 people living in Appleton, Nee- 
nah, Menasha, Kaukauna, 
Chute, Combined Locks and Kim- 
berly. 
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June Sales of Chain Stores 


% Gain 6 Months % Gain 
1957 or Loss 1956 or Loss 

FOOD CHAINS 
“American Stores . 78,331,731 73,665,987 + 6.3 201,133,595 183,859,981 + 9.4 
Colonial Stores ... 33,600,236 33,116,160 + 15 198,213,804 192,220,802 + 3.1 
Grand Union ..... 32,630,113 29,455,070 +10.7 134,769,625 116,220,159 +16.0 
Kroger Co. ...... 126,256,202 113,586,667 +11.0 878,353,974 786,200,535 +12.0 
SO cwacrssts 166,850,860 157,847,289 + 5.7 1,117,369,739 1,049,099,652 + 6.5 

Group Total .... $ 437,669,142 $ 407,671,173 t 7.4 $2,529,840,737 $2,327,601,129 + 8.7 
MAIL ORDER 
‘Sears, Roebuck .. 335,812,175 328,976,208 + 2.1 1,475,033,235 1,410,126,116 + 4.6 
BE. Stig cecccas 7,293,413 8,431,178 —13.5 49,720,181 53,583,780 — 7.2 
‘Montgomery Ward 82,764,018 88,276,449 — 6.2 386,072,917 395,083,303 — 2.3 

Group Total .... $ 425,869,606 $ 425,683,835 +0.04 $1,910,826,333 $1,858,793,199 + 2.8 
DRUG CHAINS 
rrr 5,426,244 5,156,719 + 5.2 31,417,453 29,049,678 + 8.2 
Walgreen ........ 19,600,335 17,775,071 +10.3 110,938,951 101,583,934 + 9.2 

Group Total .... $ 25,026,579 $ 22,931,790 + 9.1 $ 142,356,404 $ 130,633,612 + 9.0 
VARIETY AND MISCELLANEOUS 
"Beck, A. S. Shoe . 195,641 6,185,485 + 0.2 28,896,276 27,590,789 + 4.7 
“Bond Stores ..... 7, 208,503 7,361,636 — 2.1 84,629,016 $2,196,813 + 3.0 
Butler Bros. ...... 10,637,278 10,368,067 + 2.6 58,250,931 54,930,667 + 6.0 
“Diana Stores Corp. 2,920,471 2,889,964 + 1.0 33,786,313 30,483,502 +10.8 
Edison Bros. ..... 8,603,966 8,053,901 + 6.8 47,435,492 42,589,799 +114 
Fishman, M. H. ... 1,382,520 1,443,012 — 4.2 6,334,318 6,195,208 + 2.2 
‘Franklin Stores Corp. 2,827,318 2,638,462 + 7.2 37,519,416 34,321,871 + 9.3 
Gamble-Skogmo 8,843,442 9,040,923 — 2.2 49,538,585 45,823,234 + 6.1 
ee 3 ee 32,905,960 32,510,519 + 1.2 169,093,366 154,444,546 + 9.5 
Grayson- Robinson 

Sh. -cenddoes 3,355,527 3,242,669 + 3.5 38,127,851 36,083,216 + 5.7 
‘Green, W. L. .... 8,684,768 9,316,414 — 6.8 41,166,455 41,320,503 — 0.4 
Howard Stores Corp. 2,339,790 2,503,218 — 6.5 13,639,363 14,341,394 — 4.9 
‘Interstate Dept. 

BED Beosecccs 5,217,998 5,506,259 — 5.2 24,981,829 25,219,348 — 0.9 
Kinney, G. R. Co 5,276,000 5,030,000 + 4.9 26,255,000 23,733,000 + 10.6 
Kresge, S. S. .... 28,857,362 29,327,798 — 1.6 157,815,445 154,807,504 + 1.9 
i § 2 eer 11,653,280 13,008,551 —10.4 68,703,780 71,346,171 — 3.7 
Lane Bryant Inc. 6,059,816 5,797,349 + 4.5 36,216,018 33,479,273 4- 8.2 
BENET cededensss 14,714,305 14,245,639 + 3.3 70,478,496 64,495,633 + 9.3 
ONY vetedases 8,609,314 9,128,976 — 5.7 48,086,148 47,864,300 + 0.5 
McLellan Stores .. 4,610,236 4,882,679 — 5.5 25,160,484 25,629,733 — 1.8 
Melville Shoe Corp. 12,838,899 12,810,961 + 0.2 57,398,518 53,352,936 + 7.6 
Menge! Stores Corp. 3,003,185 2,669,208 +12.5 15,059,839 12,626,797 +19.3 
‘Mercantile Stores, 

 . banwae vues 11,174,000 11,364,000 — 1.7 55,612,000 52,851,000 + 5.2 
Miller- Wohi Co. 3,294,732 3,453,441 — 4.6 36,827,555 35,976,042 + 2.4 
Murphy, G. C. . 17,265,380 18,020,708 — 4.2 89,230,390 86,772,181 + 2.8 
National Shirt Shops 2,015,266 2,004,816 + 0.5 9,328,782 8,915,635 + 4.6 
Neisner Bros. .... 5,453,541 5,724,103 — 4.7 29,890,681 29,113,103 + 2.7 
Newberry, J. J. ... 16,262,057 15,926,928 + 2.1 86,741,412 82,143,135 + 5.6 
Penney, J. C. .... 105,057,892 108,249,715 — 2.9 540,575,729 541,716,646 — 0.2 
Rose’s 5-10-25 ... 2,363,484 2,189,122 + 7.9 12,148,326 10,769,382 +12.8 
‘Shoe Corp. of America 6,840,459 6,625,212 + 3.3 37,750,642 35,119,074 + 7.5 
*Sterchi Bros. Stores 1,551,239 1,711,910 — 9.4 6,244,937 6,175,194 + 11 
Western Auto .... 22,086,000 20,480,000 + 7.8 103,345,000 97,806,000 + 5.7 
White Stores Inc. 4,170,609 3,525,962 +18.3 16,506,942 16,234,814 + 1.7 
Woolworth, F. W. .. 61,704,474 63,439,962 — 2.7 350,985,996 343,531,169 + 2.2 

Group Total ... $ 4,55,984,712 $ 460,677,569 — 9.0 $2,513,761,231 $2,429,999,612 + 3.4 

Combined Total . $1,344,550,039 $1,316,964,376 + 2.1 $7,096,784,705 $6,747,027,552 + 5.2 
“ Five weeks and 13 weeks. © Four weeks and 17 weeks. ‘ Five month period. * Eleven month period. 


' Five weeks and 26 weeks. 4 Four weeks and 26 weeks. * Twelve month period. * Four month 


z 


to be one of the wealthiest com-, 
munities of its size in the country. 
The percentage of families with in- 
come more than $7,000 a year has) 
jumped from 9.4% in 1953 to 22.5% | 
in 1957. The $5,000 to $6,999 cate- 
gory similarly has jumped from 


In the auto field, Chevrolet has 
increased its ownership lead over 


‘Ford from 18.7% over 17.3% in 
1956 to 23% over 18% in 1957. 


Buick, meanwhile, continues to 
hold a fragile lead over Plymouth. 
Car ownership in 1956 was 10.9% 


22.1% in 1953 to 37.6% in 1957. Buick and 9.8% Plymouth, while 
The big change came in the | this year it’s 11.7% Buick and 
$2,000 to $4,999 group, which! 11.5% Plymouth. 


dropped from 59.9% 
31.7% in 1957. 


in 1953 to 


s Buying habits and advertising 
media preferences in the area are 


jessentially unchanged from last 
|year, the study shows. There are, 


10th annual consumer buying habit | changes. In the tv receiver field, 


Little | 


of course, some brand preference 


for example, RCA has regained the 
lead over Zenith. RCA was pre- 
ferred by 13.9% of consumers this} 
year compared with Zenith’s 13.2% 
Last year it was Zenith first with 
14.1% and RCA second with 12.8%. 
Admiral has held third place con- 


10.7%. 


# In the toothpaste race, Ipana 
is making rapid gains in this mar- 
ket and now holds third place 
(used by 18.4% of families), beat 


out only by Colgate regular 
(33.8%) and Gleem (29.5%). Only 


two years ago Ipana ranked sixth, 
with only 5% of families using it. 
In the deodorant field, Ban, 
which was introduced in 1956 and 
was then used by only 2.5% of 


.| families, has now shot into second 


place—passing 13 brands—with 
18.8%, a mere 4% away from the 
|number one spot held by Arrid 


The study shows that the area, |sistently with an average of about|with 19.2%. Last year Arrid held 
known as the Fox cities, continues | 


26.1% of the market. # 


when it’s 


| To 


im June or why 


our WET proofs 


Sounds like a damfool remark. But ¢ 


are always DRY! 


yur new central unit 


air conditioner and humidity control allow brilliant color proofs 


to roll off our four color proof presses during the most humid days. 


1 production men this means mecting last minute schedules on those 


speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 


‘ow instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 


sharp, bright, colorful and dry from 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 
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Advertising Age, July 29, 1957 


Jack Goodman, 48, 
Simon & Schuster 


Exec, Ex-Adman, Dies 


New York, July 23—Jack A. 
Goodman, 48, vp and executive 
editor of Simon & Schuster, book 
publisher, and a former advertis- 
ing agency copywriter and ac- 
count executive, died July 21 of a 
cerebral hemorrhage. 

Born in Montreal, Canada, he 
was brought to this country in 
1910 and was educated at New 
York University and City College 
of New York. He became a U. S. 
citizen in 1939. For six years be- 
fore joining Simon & Schuster 22 
years ago, Mr. Goodman was in 
the advertising agency field. He 
worked for Green Brodie, an 
agency, as a copywriter and later 
became an account executive with 
Schwab & Beatty. 

Mr. Goodman joined the book 
publisher in 1935 as advertising 
manager and continued in that po- 
sition until 1940. His advertising 
copy became famous for its spoof- 
ing quality and was commented 
on by several columnists. John 
Crosby, New York Herald Tribune 
radio-tv columnist, discussed it at 
length. 


|piqued reader instantly buys the 
book to find out if any of these 
crazy claims are valid. They never 
are. But the device sells books, 
showing how contrary people (or 
at least readers, who are a spe- 
cialized branch of the human 
race) are.” 

An author in his own right, Mr. 
Goodman contributed numerous 
stories and articles to various 
magazines; was co-author with 
Albert Rice of “I Wish I’d Said 
That” and edited “While You 
Were Away,” a survey of life in 
the U. S. during World War II. 

Mr. Goodman also achieved 
eminence as adviser to such au- 
thors as James Thurber and S. J. 
Perelman and as editorial con- 
sultant to Charles Addams, 
George Price, Bob Hope, Edward 
R. Murrow, Ben Hecht, Paddy 
Chayefsky and Norman Corwin. 

Mr. Goodman was named vp of 
S&S in 1945, executive editor in 
1946 and a member of the board 
in 1950. 


WILLIAM T. WALSH 
New York, July 23—William 
T. Walsh, 70, sales and advertis- 
ing manager of Vita Food Prod- 
ucts Inc., importer and packer of 
preserved foods, died July 18 of a 
heart attack. He was at the wheel 
of his car, en route from the com- 
« “His ads,” Mr. Crosby said in|pany’s office here to his home in 
part, “start out with the startling | Rutherford, N. J., but was able to 
admission that S&S has been|stop at a service ‘station before he 
bludgeoned into publishing a book | lost consciousness. 
of which they hopelessly disap-| Born in Jersey City, he joined 
nearly 40 


prove. He’ll warn the reader that| Vita Food Products 
the book will shock him to the|years ago as a salesman. He was 
marrow or bore him to distraction} made sales and advertising man- 
or utterly demoralize him. The! ager in 1935. He was a past grand 


59 


counselor of United Commercial|later was made vp in charge of |lations captain in the Army re- 


Travelers. | media. 


JOSEPH A. BURLAND 

New York, July 23—Joseph A. 
Burland, 61, vp in charge of media | 
at Lambert & Feasley, died July 
20 at Hackensack Hospital, fol- 
lowing a heart attack at his home 
in Hasbrouck Heights, N. J. 

Born in New York, Mr. Burland 


as a member of the technical ad- 
| visory council of the National 
Outdoor Advertising Bureau. 


NORMAN H. CAIN 


Hartrorp, July 23—Norman H. 


started in the advertising field as|Cain, 38, an advertising assistant | 


a young man and worked for sev-|with the Aetna Life Affiliated | 
eral agencies before joining Kelly,|Cos., died July 17 after being 
Nason in the late 1920s. He was | stricken at the Rockledge Country | 
made media director in 1932. In|Club. He served with the 208th 
1943 he joined Lambert & Feasley|Infantry in the South Pacific in | 


| serve unit of suburban West Hart- 
Mr. Burland was elected first | ford, Conn. 

president of the Media Men’s| 

Assn. in 1943. He also had served RODNEY CHASE 


Wartersury, Conn., July 23— 


| Rodney Chase, 60, former vp in 
| charge of public and industrial re- 
|lations for the Chase Brass & Cop- 


per Co., died July 15. He had re- 
tired last May. 

Mr. Chase joined the old Chase 
Co. in 1902 as a clerk, assuming 
| title of assistant secretary and ad- 
vertising manager in 1922. He was 
| Placed in charge of advertising and 
|Pr in 1940 and was elected vp in 


as media director and a few years | World War II, and was public re-| 1948. 
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The Mackinac River Bridge, 
idge. Cost: $100 million. 


They are the people who, wee 


other projects. 


engineers 
substructures 


— super structure 


causeway 


How do you sell $100-million worth of equipment, 
materials, and services on one construction job? 506 readers 
of Engineering News-Record can give 
They are the people who helped plan and build this bridge. 
after week, read EN-R 
as they select, recommend, specify, and buy for this and 


Here’s EN-R’s penetrating advertising coverage 
among the major firms working on this bridge: 


45 subscriptions at D. B. Steinman Co.—designers 
and consulting engineers 

55 subscriptions at Ammann & Whitney—consulting 

158 subscriptions at Merritt- 

236 subscriptions at American Bridge Div., U.S. Steel 


12 subscriptions at Louis Garavaglia and Johnson- 
Greene Co.,—bridge deck and approach 


That’s just a sample. Over 74,000 important po” maa 
people read Engineering News-Record each week 


One construction job...506 EN-R’s each week! 


You’re Looking at a $100-Million Slice of Construction 


linking upper and lower 
panier of Michigan, is the world’s longest suspension 
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A man’s guide to wornen, No. 13 


How to tell the sexes by what they eat 


We think that characteristic differences like these—which extend into 
every realm of activity—account for the fact that Ladies’ Home Journal 

is so successful. The Journal is edited entirely for women. It lives, 
breathes, thinks, talks, eats with women. Journal editing captures 
the whole, wide, wonderful world of women—and reflects this world 


interestingly, inspirationally and enjoyably. 


As a result, more women buy and read Ladies’ Home Journal 
than any other magazine. 


And advertisers, who recognize the power of the relationship between women 
and the Journal, invest more money in the Journal than in «ny other 
women’s magazine. During the first six months of this year, Jou nal revenue 
hit an all-time high, more than $15,000,000—17.5% ahead ‘ 1956, 


Women have a world of their own... 


and a magazine of their ou 


«the No.@ magazine for women x No.@ in circulation 


faclGé 


You may have noticed that men and women 


look different. (Women are better-looking, you 


agree.) And if you are a true student of such 
things, you may have noticed they also talk 
differently, think differently and behave 


differently. And they also have different eating 


habits. A ““Noontime survey” suggests you can 


quickly tell men from women by their lunches: 


all-male lunch | all-girl lunch 


Coffee 


% 
Paar $V, 
L’Addition is - e' 


(OSSA EE 


oaaerenewesn ww meee eB eo fFe - ee Se Se we 


“JOURNAL 


A CURTIS PUBLICATION 


No. @ in newsstand sales x No.@ in advertising revenue - 


: & Be i oe pe a ie, ees Say iat — = oes Ea hge Pe pase ; js Oe oe ae cal Fel ee sex “ug eens Mig. Se nc eae ma as Phar Sse BS Crees F a: oe = pee i ie 
’ SPURS aa Mi ON GT aa bl SC rag, Se a MF eee Be. ai es eet. fo: a ene Om hoe ae ee Se 
a Se ae ee ee ee ep aa ia ee ie as OO ee 
iu * . : “ - ‘ i‘ a : a Ey 33 
R ieee r iE 
i oe 
Sl er are 
oy Ee 
ee : 
se 
ir oR OR 
be 
. es : ris 
pn ae ‘ 
> ie iy 
oe = 
i 2 
gr y, 
sae ils, —_— 
ia Pre 
See ns 
peeled? (c 
aa ~ 
ee 2 ie 4 
: iC ie 
% * ee 
a 
Por _——— 
es 
eter, $i, i 
eres. 
2 ee: en 
é —— 
—_ ps | 
wes SZ kA ! 
‘4 + 
r —— - ——- } 
7 oy 
AE Es nae — aE . ! 
Ig so Appetizer ' 
Sie ! 
eer N 
cae 
et es ama-a = = ww KK “= ”-_—— — oo 
ig pee = | 
Pe ies Soup Course 
gee: P 
a en ae 
jee | 
are - a ; 
Ae 
Parton OTe as Se 8 Se Re ee eS ee a 
ay. 
agi: Sala | 
. are. a Yi GS Be 
ee Se ; 
oe eee “a 
Oe ate ! 
Pa tee 2 ta ee eee —_———_— — i 
Nemes: " 
ee 
wear. iy ee = . 
Ree St ~. ' 
ie er PF Y 
. _— \ eek 
te {9 . ” ae 
aaa ail SF E+ 7 a | 
eeepc a sem mew wrnmr eK ger errrrce 
; pease 
us oe se as | 
ela ales 
eee Ca) 
7 
ee ne 
Sea } 
Sea ee 
poe 
ee te 2 | 
ers, 
age ee ee ee ee 
. . 
| ' ou 
; , rr = 
4 ! ; , ee 
# 
Be ee es 
eee ai 
BP ek ee 
S % 
eaters. = ‘ so oe RO ee (esi ee ee gil eels ; ; 
: ‘i a ed ee ey Be ket = ee ee = ee dl igi eee eg bist Np a A ees: ari : aie bende to) ie moe 4 ; eee ee 
- ll Segue P= € a é oe <a al ace ats) poe had BRE ate ee, Cet ay } omy 7 ; =F ae rae 
Pais Me. ee geri: Bre. eae ae: Ge aie san a eens PL | ee : I ee ee per i 
z sai Oe egy oe ae to Be Sh al byte aaSdeer Bg re i = Sa zig . 4 ae ase : ee ae Ste | Lo Pee ah eg AT ie ete Ne eg Rae: ee isi Seer 
a 2 ar Vien Le a ee <a a eee oy 2G” ok coe i acer Sette ogee | <A Ae SR ee ‘ ea Pee bee ae ak ae a er Pee oe . ante an eradac st igs ees ee 


i. 


ag 


Advertising Age 


Feature Section 


In-Home Shopping Gains: Weiss 


Don't Take It With You, C. M. Says 


Sales Are Ads’ Proper Objective 


Pay TV Inevitable, EGE Man Says 


Opinions expressed her~ are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


Sales—the Proper Objective of Advertising 


By James D. Woolf 
Advertising Consultant 

In this column I have frequently con- 
tended that sales—and not merely “con- 
sumer acceptance”—is, except in special 
cases, the proper objective of commercial 
advertising. 

I believe this point of view is sub- 
scribed to by many continuously suc- 
cessful advertising 
men and advertisers. 
But there are some 
who scoff; they insist 
that advertising is pri- 
marily an instrument 
of remindership and 
not an instrument of 
persuasion. They main- 
tain that only rarely 
does any given adver- 
tisement—a color page 
in, say, Life for a can of paint or an elec- 
tric razor-—effect, under its own steam, 
enough sales to justify its cost. “The place 
where the consumer is separated from his 
money,” they say, “is in the store. Why 
not face the fact that advertising is pri- 
marily a lubricant that accelerates the 
transaction at the counter?” 


MR. A. 


James D. Woolf 


s I have never contended that general 
advertising of store-dispensed merchan- 
dise can be bookkeeped out on the basis 
of immediate sales. Except in unusual sit- 
uations, perhaps relatively few, I do not 
believe that droves of people, wads of 
money clutched in their fists, go panting 
into stores after being fired up by a print 
ad or a broadcast. No, I don’t believe that 
advertising quite works that way, and I 
have never said that it does. But I still say 
that it is the real function of advertising, 
in most if not all categories of store- 
bought merchandise, to effect profitable 
sales—under its own head of steam. 

The other day my wife bought her first 
bottle of Wesson oil. Although she has 
been noting and perhaps at least partially 
reading the attractive Wesson ads for 
many years, it was only this week that she 
got around to buying her first trial bot- 
tle. What sold her? Was it the persuasive 
words of a retail clerk? No, it was not; the 
store is a clerk-less supermarket. Was it 
a window or in-store display? No, the 
product was not being featured in any 


The Beare to Be Bayted... 


way. Was it the recommendation of a 
friend? She says it wasn’t. Was it a specif- 
ic advertisement or broadcast she had 
seen that day? No, again. Was the product 
advertised at a reduced price in the su- 
per’s newspaper ads? No, it wasn’t. 

What, then, sold that first bottle of 
Wesson oil to my wife? The answer is— 
advertising. Not the impact of any single 
given advertisement, but the accumulated 
impact of scores of advertisements over 
the years. At last, this week, she capitu- 
lated—on impulse. This buying action was 
not the end result of mere consumer ac- 
ceptance; it was consumer demand, cre- 
ated by advertising and nothing else. 


= It is true that there are certain things: 
adequate life insurance, for example, that 
people often buy with reluctance and 
only under pressure. And there are cer- 
tain products—such as automobiles, ency- 
clopedias, and dishwashing machines— 
that usually require demonstration and 
horse-trading with personal salesmen. 
But even in these cases advertising can 
and sometimes does carry on its back a 
big share of the selling burden. 

The notion that remindership and pas- 
sive consumer acceptance are the primary 
functions of advertising of most store- 
bought products is nonsense. Millions of 
people walk voluntarily into stores every 
day and buy hundreds of millions of dol- 
lars’ worth of self-selected products. 

Whether your product is self-selected 
by the consumer or largely clerk-sold by 
salesmen, what do you have to lose by 
considering salesmanship the proper ob- 
jective of your advertising? Haven’t you 
something to gain by injecting into your 
copy as much persuasion and conviction 
as possible? No matter what your tech- 
niques and manner of presentation 
(mostly pictorial, all words, emotional, 
reason-why, humor, editorial style, testi- 
monials, jingles, or whatever), shouldn’t 
its purpose be that of creating desire for 
your product? # 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Why Do Clients Consider It a Crime 
to Be Nice to an Account Exec? 


By An Account Executive 

The wits at the Court of Charles II 
liked to see philosopher Thomas Hobbes 
show up. They took pleasure in making 
him target for their jibes and their jabs. 
Aubrey recounts in his “Brief Lives”: 
“The King would call him the beare, and 
say, ‘Here comes the beare to be bayted’!” 


Sometimes, when I see an account ex- 
ecutive return from a visit to one of sev- 
eral clients (who skall here remain 
nameless) I am reminded of this story. 
For here is a bear back from the baiting, 
considerably the worse for it, and with 
nothing gained from it by anybody. 

If the man were a fraud, or his adver- 
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lising wares worthless, then I would be 
first to ery, “Have at him!” and “Nice- 
ly done!” when he retreated to lick what 
would be well-directed wounds. But I 
am talking, rather, about good men, cap- 
able of planning good advertising, who 
must face these wanton attacks by client 
personnel at every visit, so that one can 
picture this: account man announced by 
receptionist, and every man jack in the 
advertising department sharpening his 
wits and his pencil for a sally into the pit. 


® This curiously hostile attitude, on the 
part of some few advertisers, who view 
the agency-client relationship as one of 
harassment and torture, pillory and pun- 
ishment, is great waste of agency-and- 
advertiser time and talent. 

One thing only may be said for it. 
Bear-baiter is the easiest role for a man to 
play, once he learns a few ground rules— 
and stays safely behind his iron fence. 

First, bar the agency’s way to finding 
out anything about the company, its prob- 
lems and its objectives, principally be- 
cause you don’t know these things your- 
self, are too indolent or timid to find out, 
and don’t want the agency to “go over 
your head.” 

When you are asked for the guidance 
any agency needs in order to focus its 
creative efforts in the most productive 
areas, in your behalf, simply say arro- 
gantly, “You tell me what our problems 
are, and what we should do about them. 
That’s what you’re hired for!” 

Another excellent trick is to say (after 


you have held a proposed campaign for 
six weeks without comment) that you are 
rejecting it and would like to see “some- 
thing else” because this one “just doesn’t 
do anything to me.” Nothing specific, see. 
Don’t criticize, even destructively, be- 
cause that might give an alert agency a 
clue as to your company’s real needs. Let 
them sweat, let them stew, let them try 
again, and again, and again... 

Another device that works well is to 
make up the rules after the campaign is 
created. Don’t tell “Them” anything. Then, 
when they come in with a campaign 
based, for example, on case histories, 
moan and complain that you can’t get any 
case histories because the salesmen are too 
dumb, or the engineers, or chemists, won't 
cooperate, and so on. Tell them to “come 
up with something else.” Based, naturally, 
on no facts from you at all. This works 
beautifully, and after you have summarily 
rejected five good campaign ideas (com- 
plete with text copy and visualization) 
you must, in panic, okay a watered-down, 
maundering bunch of ads because the men 
above you are wondering why “you and 
that agency of yours can’t come up with 
anything.” 


= The Puritan, someone has said, hated 
bear-baiting not because it pained the 
bear but because it delighted the partici- 
pants. This is generally taken to mean 
that the Puritan hated joy of any kind. 
Yet the principle here is sane and 
sound, because the pleasure enjoyed by 
the baiter carries its own indictment. + 


A long-suffering advertising man—anonymous for obvious reasons 
—has his reasonably restrained say here about the attitude of some 
clients toward the account executives who serve them. We print his 
plaint because we agree with him and hope public airing may 
ameliorate the problem. At the same time we invite advertising man- 
agers who have a few collected rocks they’d like to fling at agency 
men to put them on paper and send them to the Feature Editor. 


Looking at Radio and Television... 


Pay TV—How Soon? 


By The Eye and Ear Man 

Pay tv is the most popular topic of the 
day. When will it come and in what 
form? How will it affect regular tele- 
vision? Will it carry advertising? 

First, the facts. There are two prin- 
cipal methods: (1) telecasting through 
the air with some sort of a system of 
subscription, billing monthly, or cash ba- 
sis; (2) transmitting via telephone lines 
probably on a coin box pay as you go 
system. The first method requires FCC 
approval because it uses the air. The 
second requires cooperation from the 
telephone companies. 


s The debate on pay tv or no pay tv has 
reached presidential levels. If FCC ap- 
proval is required, you can bet it will 
take as long as the lifting of the freeze 
as they sashay back and forth and sneak 
in trials for a year or so here and there 
and put off any national practical ap- 
plication for five years. 

The telephone line operation is about 
reaiy to begin and it offers unique pos- 
sib ities. Because the installation costs 


amount to approximately $100 a set in 
the beginning for any system, the big 
question is who is going to put up that 
kind of money for the privilege of paying 
for programs little different from what 
the tv owner gets free? Well, free with 
the tiny exception of the fact that he 
must put up with a parcel full of com- 
mercials. 

The Telemeter plan is to have a mo- 
tion picture theater owner put up the 
initial investment on the ground that it 
is cheaper for an installation than it is to 
put up additional seats in a new theater 
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or equip a drive-in. This would make the 
tv home a satellite of the motion picture 
theater in his neighborhood and the 
theory is that the convenience of seeing 
new pictures at home would add sub- 
stantial revenue to the sick motion pic- 
ture business. Because of the wire prin- 
ciple, the homes could be completely 
controlled and the ingenious pay box 
makes credit, which may lead to stagger- 
ing monthly bills, unnecessary. 


® The key to success in these systems is 
programming. What can they offer that 


it is proved successful. And the day is 
not too far away when the tv equivalent 
of the giant screen will be available for 
the average home, in color with super 
sound and perhaps three D. 

An occasional Broadway play, concert, 
or ballet will fill out the programming. 
If the home does not have to pay install- 
ation costs, they will be standing in line 
begging for the right to have the small 
box installed on their set and the tele- 
phone wires rigged to the set. Any home 
would like to have the occasional chance 
to see something special at a nominal 


Advertising Age, July 29, 1957 


The Creative Man’‘s Corner... 


free tv cannot? Two sources come im-__ cost. ; 
mediately to mind. Sporting events—for } 
$1 a game, mostly baseball and fights, & It is foolish for advertisers or tv net- ‘ 
and first run pictures—for $1 to $2. works to fight some form of pay tv. In , 

Baseball and good fights will un- __ the first place, it represents progress and 
doubtedly represent a substantial reve- it will come sooner or later. In the sec- 
nue to the operators of pay tv and the’ ond place, it is a possible additional ad- 
promoters. These games are unwieldy  vertising medium, since there may be 
for television and there is not enough commercials between the two nightly 
revenue to keep the ball games going, showings of feature movies. 
considering the low attendance at games. In the second place it is unlikely that 
The substitution of in-home ball game __ this variation on tv will represent a ser- 
attendance—at box office prices—would ious drop in sets tuned to free program- 
make up the financial deficit. ming. It is only an occasional payment 

First run motion pictures are touch which will be made by the average fam- 
and go in the profit department. Making ily and then it may well be a substitute 
it possible for the family to catch a full- for going out to attend a function they 
length new movie at home without the would pay for. 
overcommercialization that causes stop 
and go viewing in free tv would add & Pay tv in some form seems inevitable. how 
many new dollars to the motion picture The big initial investment will be in MAN AT, WORK 
industry. equipment, which must be manufactured, 

sold and installed, and is bound to take > es eee: See Nie ane 

= There is the caution that feature many years to get off the ground in a Silica aasea” ane oe: 
movies would have to be made for tv quantity which will materially affect rer tagy mage Gk TR 
home consumption. For the time being a__ free tv. It may prove not to pay out suf- pe Lig ig reece diy oy ep aaa owt a 
spectacle in color with stereophonic ficiently to justify the cost after some ered rar ga af Ned byes or 
sound and thousands of extras would be experimentation. Lona ee ad cere fe comet 8 ont pon 


ony beret cmampamses 


a total loss on a small tv screen. And 
yet it is just this kind of spectacle that is 
racking up big money for the film busi- 


The job ahead for free tv is to improve 
its services and programs. Any competi- 
tor tends to improve the quality of all 
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ness. 
New pictures will be made in quantity 
for this new method of distribution once 


other competitors’ products. Let us hope 
that the new threat to free tv will do 
just that. 


On the Merchandising Front... 


Shopping from the Home Forges Ahead 


By E. B. Weiss 

In 1957, the total retail volume done by 
mail, by telephone, and through in-the- 
home selling will unquestionably hit an 
all-time peak in non-food lines. I must 
exempt food because, in the days before 
the food super, a sub- 
stantial food volume 
done over the 
phone, and while a 
considerable tonnage is 
still bought this way it 
probably is way down 
from its pre-food-su- 
per peak. 

It is rather strange 
that the shopper should 
step up her total buy- 
ing away from the store in this day and 
age. After all, we have the shopping 
center bringing fine stores and convenient 
parking close to the shopper’s home. We 
have the convenience of auto shopping. 
We have self-service and self-selection 
and even drive-in techniques to speed up 
shopping. We have more neighborhood 
stores than ever before—and better stores 
downtown than ever before. We have 
more stores that qualify really as junior 
department stores among the variety 
chains, the drug chains, the food chains, 
etc.—so that the shopper can buy almost 
anything she wants wherever she hap- 
pens to be. 

Yet, in dollars, retail volume done by 
mail, telephone and in-home has appar- 
ently mounted each year over the last 
five years, although exact figures are not 
available. Moreover, it isn’t known wheth- 
er these forms of retailing are accounting 
for a larger percentage of total retail than 
they did in other years, although there is 


was 


E. B. Weiss 


reason to believe that this is so. 


Suggests 10 Reasons 

Why is the shopper clearly demonstrat- 
ing an increasing willingness to do shop- 
ping from her home? I think that some of 
the reasons include the following: 
e 1. The pre-sold advertised brand, plus 
the pre-sold integrity of better retailers, 
has led many shoppers to conclude that 
they need not see the merchandise—ihat 
they can buy “blindfolded.” 
e 2.—Some millions of young housewives 
simply haven’t the time to make as many 
shopping trips as home wants demand. 
Calling for part-time domestic help, tak- 
ing Dad to the station and calling for him, 
taking the children to school and calling 
for them, community activities, the time 
problems inherent in the larger families of 
this era, Dad’s use of the car to go to work 
which strands millions of housewives dur- 
ing the day—all these are factors. The 
total time available for shopping in mil- 
lions of homes has declined. 
e 3.—The decline of shopping as enter- 
tainment. More and more, shopping for 
every-day wants in particular is becom- 
ing a chore. It is—sometimes—less of a 
chore to buy from the easy chair at home. 
e 4.—The failure of so many retailers to 
adjust store hours properly to the shop- 
ping requirements of their customers. Too 
many stores are closed when the shopper 
could shop conveniently. Others are open 
for too few hours during these periods 
which are, of course, primarily the noc- 
turnal hours. 
e 5.—The inconveniences of shopping 
during retailing’s peak hours. Even in the 
most modern food supers, shopping during 
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Somebody long before us remarked that it’s strange that those who insist 
you be in by nine never insist that you also leave at five. We offer this icono- 
clastic item as an introduction to the train of thought engendered by this 
Merrill Lynch, Pierce, Fenner & Beane ad. 

The ad, let us explain, is about a Merrill Lynch, etc., account executive 
(they have ’em, too!) named Don Lane. In fact, it’s not just about Don Lane, 
but about how Don Lane always takes stuff home with him at night, appar- 
ently neglecting his wife and children (never even mentions them), and 
works and works and works, reading all kinds of reports to keep himself 
posted on companies his customers may be investing in. 

It’s a good ad, don’t misunderstand us. But it’s good for a strange turn of 
mind in the American character. If Don Lane were a bus driver who couldn't 
complete his route by five o’clock, or an automobile worker who couldn’t do 
all he was assigned to do by that time (or earlier), or in scores of other en- 
deavors where it was taken for granted you do your darnedest from nine till 
five but are a bum if you don’t finish by that time, we wonder if Merrill 
Lynch, etc., would run an ad about him. 

What is it that makes after-hours work a sign of inefficiency in some jobs 
and a sign of industry in others? And just how mixed up can you get? In our 
opinion, an account executive or anybody else who can’t finish his job by five 
and just be a human being after that merits no special place in heaven and 
probably won’t get it after he kills himself trying. A guy who can’t turn it off 
at five, in our book, is a guy driven by fear, fear of being considered uninter- 
ested in his job by his superiors or, if he happens to be the superior, fear that 
nobody else can do the job as well as he can—a fact proved inevitably, by 
the ultimate heart attack or cerebral hemorrhage, as completely groundless. 

We rest our case, seeing as it is exactly five o’clock. + 


ik hours can be something of a night- 
re, and delays at the check-out con- 
1e to be a considerable annoyance. Yet 
iil volume is being done in fewer and 
‘er hours. Incidentally, these peak-hour 
mveniences include jammed parking 
> and even jammed highways. 


5.—The inconveniences of weather— 
ecially during the winter months; the 


hazards of driving; and even more par- 
ticularly the hazards of parking in crowd- 
ed parking lots. 


e 7.—As families move farther and far- 
ther out, even shopping centers do not 
quite keep up with this trek. This intro- 
duces a new time factor for the shopper— 
and time is truly of the essence in modern 
shopping. Mail, telephone, in-home buying 
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All media yardsticks indicate that Petroleum Week 
should be on your schedule NOW 


PW circulation up 32% 
since last fall 


When you scheduled your present 
rogram last fall, Petroleum Week 
fad a paid circulation of about 28,- 
000. This month, PW is mailing to 
more than 37,000 paid subscribers! 
(1957 circulation figures from Publish- 
er's records, subject to ABC audit.) 


For the last half of 1957, PW will be 
delivering over 10,000 more readers 
than when you made up your media 
list! This Sn circulation 
growth has by no means leveled off . . . 
it’s still going up-up-up. By way of 
comparison, remember that no oil 
magazine had as much paid circula- 
tion last December as Petroleum Week 
has now. This large and penetrating 
circulation makes it an important buy 
right now. 
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Reader response proves 
success of PW editorial 


Petroleum Week's unique format and 
timely editorial content provide easy 
reading and wide coverage of the in- 
dustry. A real measure of editorial 
acceptance is circulation growth .. . 
and no other oil magazine ever grew 
so fast! 


For men in all segments and at all 
levels of the oil industry, PW ign 
an up-to-date weekly picture of the 
entire industry. Today, just two years 
after PW’s first issue, Petroleum Week 
has delivered hundreds of thousands 
of reprints to these readers, at their 
request. This represents solid industry 
impact. 


Recent reader traffic studies indicate 
that Petroleum Week is read first by 
multi-magazine subscribers. Surveys 
also show readership right through the 
magazine. This “through-the-book” 
readership puts every advertisement in 
the main stream of reader traffic. . . 
provides outstanding exposure for all 
ads in oil’s most readable magazine. 


Paid circulation 
June 7th issue 


Present page rate gives 
17,000 bonus readers 


Present page rate ($444 b&w, |-time) 
was established in July, 1955, on a 
total distribution of 20,000, half of 
which was free introductory distribu- 
tion. The same low rate still exists 
today: $444 for over 37,000 all-paid 
circulation. 


COST PER TH ND READERS 
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Os Most Fieadable Magayiue 


Here’s a real bonus of over 17,000 
extra readers for your advertising dol- 
lar. Petroleum Week will continue to 
deliver this growing circulation at this 
low page rate for the rest of the year. 


1957 advertising pages 
up 88% over '56 
With Petroleum Week just 2 years old, 


the steady growth in advertising vol- 
ume is remarkably impressive .. . 


was 3 4,000 


(subject to ABC audit) 


ae 


especially in a field where media buy- 
ing practices were fairly well esta 


lished. 


Ad pages in 1957 will be nearly double 
1956. Advertisers include a cross- 
section of mee and small companies, 
approximately 200 firms with im- 
portant stakes in the oil industry. 


. .. Now is the time to add PETROLEUM WEEK to your schedule. 


Petroleum Week offers in the last half of 1957, a timely and economi- 
cal opportunity to strengthen your advertising to the largest capital 


growth industry in the U.S. ... the oil industry. We hope you will 
be among those advertisers who are adjusting their schedules to take 
advantage of Petroleum Week's advertising values this year. 
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alleviate this problem. 

e 8.—It is easier for the family to buy as 
a group, by mail, from an in-home sales- 
man, etc. 

e 9.—Values, service, etc., are—some- 
times—better when shopping by mail, or 
through the in-home salesman. And it 
may very well be that there is somewhat 
more courtesy, somewhat more selling 
ability displayed by the in-home salesman 
than by so many store salespeople. 

e 10.—For some merchandise categories, 
such as floor coverings, etc., it is some- 
what easier for the shopper to make de- 
cisions in the home than away from the 
home. 


Variety of Other Factors 

Undoubtedly, other factors are also at 
work to increase shopping from the home. 
And the weight of each factor in the total 
situation will vary by geographical area, 
by each family, by merchandise category, 
etc. For example, I haven’t covered the 
costs involved under certain circum- 
stances when one or several members of 
the family go shopping. These include 
baby-sitter costs and transportation costs, 
which for a family going downtown to 
shop may involve from 60¢ to $1 just for 
transportation. 

But it would appear that the weight of 
available evidence points in the direction 
of a continued acceleration of telephone 
buying, mail buying, in-the-home buying. 
And I think we will find more and more 
of our giant retailers will utilize one, 


two or all three of these avenues for sell- 
ing. 

Some, of course, are already doing this 
very thing. Telephone order boards are 
being modernized, and new techniques for 
telephone selling are being developed by 
some large retailers. A growing number 
of large retailers are, of course, turning to 
the catalog—especially the Christmas cat- 
alog (this last may be overdone). And, in 
certain merchandise classifications (major 
appliances, home furnishings, etc.) large 
retailers have clearly turned to in-home 


selling. 


= This trend toward shopping from the 
home offers interesting opportunities for 
some manufacturers. For example, a 
number of manufacturers in appliances 
and home furnishings have developed 
splendid plans to enable their retailers 
who do in-home selling to do the job bet- 
ter. Cooperation with retailers who use 
catalogs is, of course, common—this has 
become a new form of “allowance” and 
therefore subject to many of the abuses 
that go with allowances. A few manufac- 
turers supply stores with suggested tele- 
phone order board “scripts.” And, of 
course, a number of manufacturers of 
branded lines make special brands for the 
large in-home selling organizations. 

Clearly, as the volume of retailing that 
is done away from the retail store floor 
continues to grow, opportunity for at least 
some manufacturers to carve out a special 
niche for themselves in this area also 
grows. + 


Looking at the Retail Ads 


At =e WINTHROP “Action Frees” 
All the Way From Size 5 to Size 18 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


A good many ads that are apt to gain 
hearty immediate approval at first glance 
(because they seem to have the look of 
“rightness” about them) begin to show 
weaknesses when the reader starts “mak- 
ing like a prospect.” 

If an ad looks good to a proprietor at 
first glance, “It’s a good ad!” Actually— 
it may be a very weak ad. 

The good quick impression is important. 
But if an ad loses value fast when pros- 
pects start to read and see how far they 
can get with the story—which they have 
decided to explore—the ad is bound to be 
much less successful than it could be. 


® This handsome and daring ad, a hori- 
zontal newspaper half page, has the quick 
aspect of virtue. It should stop plenty of 
eyes, plenty of prospects. But it doesn’t 
stand up under prospect reading and ap- 
praisal. 

If “Action Free” is important enough to 
put into big type at the start of the ad, it 
certainly is worth saying something about 
in copy. Either it is an idea that should be 
expanded, or it is a definitive brand name, 
selected because it must have some sig- 
nificance to men who wear shoes. 

If people start to read copy in an ad, it 


, / 
seed Have Great Value, Comfort and 
Quality in “Action-Free’ WINTHROPS 


is because the headline said something in- 
teresting enough to them to cause them to 
want more. It’s not a good idea then to 
change the subject. This ad changes the 
subject and never mentions “Action 
Free” again. 


= By a few adjustments in layout, pro- 
vision is made in the revision for four 
times as many words of helpful copy. 
Surely a truly informed shoe salesman on 
the floor of the store would have plenty 
to say about these shoes. Should less than 
a truly informed salesman have the task 
of “standing up” before the huge audience 
newspaper editors assemble, to tell the 
story circulated to many thousands? 

Far more important that the printed 
story should be interesting and complete, 
for the newspaper readers cannot see and 
feel the shoe. They cannot get the good 
solid impression and sense and smell of 
leather from the newspaper. In the store, 
the shoe helps sell itself. Not in the ad. 

Therefore, a shoe ad should lean into 
the harness and go to work. 

Copy says: “These are only two of the 
styles. Try ’em all.” How many are there? 
Is it a secret? Are they all at one price? 
Are they all of a type? All leather lined? 
Some men do—some men don’t—like 
leather linings. Why not be helpful to the 
public and select rightful prospects while 
eliminating others? 

If these shoes are available in black 


and brown, or in several browns, the ad 
should say so. Maybe they have only 
black? Or only brown? It’s a secret. 

If this store has sold this type shoe for 
many years, I should think they’d want to 
boost the shoes a little—with some en- 
thusiasm. 

It would shock many a good retailer to 
know how many people start to read an 
ad and then break off in disappointment, 
passive or active, because the questions 
they have a right to expect to be an- 
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swered, remain unanswered. It would 
amaze many a merchant to know how 
many more men could be induced to read 
and come in through a complete, com- 
mon-sense, enthusiastic printed selling 
talk. 

In the final analysis, it is immutably 
true: You cannot get more sell OUT of an 
ad than you put IN. This appealing ad 
missed being a thoroughly competent one 
by quite a margin, despite its exciting ap- 
pearance. * 


What They Were Saying 25 Years Ago 


James F. Bell, president of General 
Mills, in a special broadcast on National 
Broadcasting Co.’s network (AA, June 11, 
1932): 

“With the country facing important 
economic, industrial and social problems, 
it is not enough for business merely to 
take a critical attitude toward govern- 
ment nor yet to stand aside while these 
problems remain unsolved. It has the ob- 
ligation to help create a sentiment for 
applying business principles to govern- 
ment.” 


Malcolm Muir, president of McGraw- 
Hill Publishing Co., testifying to the Sen- 
ate banking and currency committee on 
ways of stimulating business (AA, June 
18, 1932): 

“The out-of-date equipment of Amer- 
ican industry, amounting to about 50% 
of that now installed, is increasing the 
expense of manufacture, cutting profits 
and depressing business. Lower produc- 
tion costs, possible with modern equip- 
ment, will reduce prices and stimulate 
business.” 


t 1957 bv Paul Pinson 


The COPYWRITER'S , 


The Dog in the Art Director's Bed 


or: “Even mild rivalry for leadership is apt to be more con- 
genial in an environment of sympathetic understanding” 


Featuring 
The Marvelous 5-Match Man 
-] Valuable COPYWRITER'S Too! 


“THE CLIENT THINKS" 
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Next Lesson; “Picking the Right Tools for the Job” 
Coming Soon: “It Smells Like a Barn in Here” 
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Your O’Mara & Ormsbee man will be glad 
to give you the complete facts on why 


‘The Washington Star 


leads all other 
Washington papers 
by millions of lines 
of advertising every year 


—including, of course, 1957 


‘Phe Washington Star 


EVENING AND SUNDAY 8 ton 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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Calls tor Strong Stand on 
Mixed-Up Retail Prices 


To the Editor: The editorial, 
“Why Pay Regular Prices for 
Things,” in the July 15 AA seems 
to me to boil down to the con- 
clusion that all one can expect in 
the U. S. market place is chaotic 
confusion (redundancy intention- 
al). But isn’t that all anyone can 
expect who denies the right of the 
manufacturer of a trademarked 
article to specify its retail price? 
I myself believe in legislation 
which, on the one hand, will en- 
able Fair Trade manufacturers to 
enforce their Fair Trade contracts 
at a less than prohibitive expense; 
and, on the other, will prevent 
fictitious retail prices. 

For several years, Fair Trade 
worked fairly satisfactorily ex- 
cept that contract-enforcement 
was too expensive. That its un- 
derlying principle is sound was 
the unanimous opinion in 1936 of 
all nine members of the U. S. 
Supreme Court. Currently the ab- 
sence of effective Fair Trade is 
resulting in less distribution, less 
production, and less employment 
—all of which tend to destroy, in- 
stead of promote, prosperity. Self- 
respecting retailers are refusing 
to handle merchandise that can- 
not be sold respectably at a profit, 
and self-respecting manufactur- 
ers are refusing to submit to 
market-demoralization of their 
products. 

Because fictitious retail prices 
are based on deceit for the pur- 
pose of mulcting the public, I 
submit they are intolerable. 

In other words, while too much 
regulation is bad, regulation that | 
promotes equality of opportunity | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


or that prevents morons from 
taking advantage of the public is 
good. 

In my opinion, most readers of 
AA count on AA to take a con- 
structive beneficent stand instead 
of a pessimistic lackadaisical 
stand. 

George Engelhard, 
Vice-President, National Jew- 
eler, Chicago. 

- © e 


Castle Takes Another 
Crack at U.S. Info Service 

To the Editor: The attached from 
“Copy Cub” in your current issue 
(July 1) is not a correct statement 
of fact. 

The U.S. Information Agency 
does not need “good pointers from 
Postmaster General Summerfield.” 

The chief lobbyist for this “cave 
of the winds” for propaganda to 
foreigners is no less than The 
President of the United States, 
General Dwight David Eisenhow- 
er. 
The President, prompted by his 
brother Milton, conducts a year 
round propaganda campaign to 
promote more tens of millions for 
the U.S.1.A. 

His advisors have sold him on 
the idea that torrents of words, 
together with promotion gadgets 
and gimmicks of the “pitchman” 
variety, will mould the minds of 
foreigners. 

Actually, foreigners are sick to 
death of all propaganda, both for- 
eign and domestic. For this reason 
the U.S. Senate, by a vote of 71 
to 2, reduced the current budget 
for the U.S.LA. by one third or 
nearly $50,000,000. The cut was not 


Typographers, too, appreciate the 
exceptional quality and service of the 
Warwick craftsmen. 


“Enclosed are the customer’s proofs...with 
very few corrections or changes. Nice job! 
Thanks for your fine service.” 


From an Ohio typesetting company 


Yes, it's a fact. Not only do advertisers, 
agencies, publishers and printers all over the 
country appreciate Warwick service, but 


typographer » too. 


Why? One big reason is Warwick Photo- 
type—the new process of setting type directly 
on film paper. It gives you sharper characters, 
better spacing and clearer impressions. And, 
no smudging or smearing. Cost? Warwick 


Phototype never costs 
the conventional way. 


more than a job set 
And, more often than 


not, it actually costs less. 


Phone, write or wi 


re for samples and the 


complete Phototype story. 


ACCEL 


920 WASHINGTON AVENUE 


@ SERVING CLIENTS IN 40 STATE 


TYPOGRAPHERS, ING. 


* $7. LOUIS 1, MISSOURI 


S. CANADA, MEXICO AND CUBA 


ER BN a 


| deep enough. Congress should have 


cut off another $50,000,000. 

Our press services, publications 
and movies cover the world. Un- 
like the babble of the Soviet citi- 
zen, English is spoken all over the 
world. 

All we need is Ambassadors and 
Ministers whose duty it is to tell 
the truth about Americans to the 
countries to which they are ac- 
credited, plus a first class and 
thoroughly legitimate radio serv- 
ice that will tell the truth about 
America to foreigners—this job 
can be done effectively, and with- 
out the present political super- 
structure that is wasting millions, 
for about $50,000,000 annually. The 
U.S.LA. does not need more lob- 
byists. It should be abolished and 
its necessary functions conducted 
by the Department of State. Let’s 
set the record straight. 

Eugene W. Castle, 
New York. 
a a om 


Premiums—Bigger Than Ever 

To THE Eprror: REFERENCE EM- 
METT CURME’S ARTICLE JULY 8 Is- 
SUE WE, AS ONE OF COUNTRY’S 
LEADING PREMIUM SUPPLIERS, WHO 
SHIPPED OVER TWO HUNDRED MIL- 
LION INPACK PREMIUMS LAST YEAR, 
WELCOME THE DE-EMPHASIS INPACK 
PREMIUMS BY MAJOR CEREAL COM- 
PANIES. NOW EVERYONE CAN FOCUS 
PREMIUM ADVERTISING DOLLARS IN 
THE GREATLY EXPANDED SELF-LIQUI- 
DATOR FIELD JUST LIKE THE GOOD OLD 
DAYS. IMPORTANT YOUR READERS 
REALIZE PREMIUMS ARE BIGGER THAN 
EVER, ONLY THE HORSE HAS BEEN 
CHANGED IN MID-STREAM. 

Henry G. Saperstein, 
H. G. Sapersrrem & AssocI- 
aves, Brverty Hits, CAL. 
a >. * 
Somebody's Lost 

To the Editor: You'll have to 
get your facts lined up if you ex- 
pect us to believe you down 
South. 

The attached clipping says “at 
Oregon Inlet at the Southern Tip 
of Cape Hatteras, N.C.” 

Oregon Inlet is 45 miles 
NORTH of Cape Hatteras and is 
NOT a part of Cape Hatteras. It 
is in the Seashore National Park, 


adjoining area. 
I’m going down next week to 
reel in a few myself. 
Oliver Crawley, 
Walker Martin Inc., Raleigh, 
nN. Cc. 
. * 


. 

Baseball Standings 

To the Editor: After seeing the 
picture and caption on the VSR 
(Three Feathers) baseball stand- 
ings ad on Page 127 of your June 
3 edition we thought you would 
be interested in our variation of 
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the idea for Minneapolis Brew- 
ing Co. (Grain Belt). 

The basic idea, which was the 
same as that used by VSR, was 
used by Miller Brewing in Mil- 
waukee two or three years ago. 
George Hooper, Bureau of Ad- 
vertising, Chicago, sent us the 
idea two years ago with a tear 
page of the Miller ad. 

As far as we know our varia- 
tion is unique. 

Jack Harmer, 

Northwest Daily Press Assn., 

Minneapolis. 

e . * 


What Are You Scared of?, 
Reader Asks Woolf 

To the Editor: Aside from the 
rather amusing concept of James 
D. Woolf trying to comprehend the 
motive of an anti-motivational re- 
search book, his column on “The 
Hidden Persuaders” was quite ob- 
jectionable. He says it appears to 
have been planned to dismay and 


UP THE ©REEK WITH A LEAKY PADDLE? 


You can reach a shore scattered with 
$2,739,749,000.00 just waiting to be spent 
when your “hear this” comes over WBNS 
Radio. The water-tight Pulse ratings place 
us first in any quarter-hour, Monday- 
thru-Friday, 

Ask John Bi 


WBNS RADIO 


day and/or night. 
air. 


COLUMBUS, OHIO 
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frighten the general public. So? 
What’s wrong with a little fright, 
now and then, especially when it’s 
pitched a safe distance above the 
lunatic fringe? 

While Mr. Woolf’s petulant com- 
plaint that “this psychology stuff 
is nothing new” is valid within 
advertising circles, it is not true 
of the non-advertising public to 
whom the book is obviously aimed. 

Mr. Packard will have done a 
service to the literate public if he 
arouses in them an awareness of 
the manner in which advertising 
tries to manipulate the mind of 
that public. The subtler intellects 
will already have recognized the 
psychology-oriented approach pre- 
valent in modern advertising, but 
the less subtle may gain a new 
appreciation of the art that is 
found in really good ads. What 
adult believes that a magician’s 
tricks are magic? Yet we’re willing 
to let ourselves be entertained by 
clever legerdemain, though we 
know that the lady who’s sawed 
in half is actually two ladies. Just 
so, Mr. Packard’s readers may re- 
spond with a “Go ahead and make 
me buy,” and be quite willing to 
pay tribute to competent adver- 
tisers. 

As advertisers we may have to 
work a bit harder to keep our 
devices inconspicuous, but this can 
only improve the state of the art, 
rather than prove “a disservice to 
the advertising business,” as Mr. 
Woolf  pessimistically foresees. 
What’s he afraid of, anyway? I 
hope his bleating has stimulated 
others, as it did me, to go right 
out and read the book! 

A. J. Shields, 
Tarzana, Cal. 
a 


Sees No Need for 
Admen to Apologize 


To the Editor: Why James D. 
Woolf gets a guilty conscious 
whenever he reads such things as 
“The Hidden Persuaders” I'll nev- 
er know. 

The American people know that 
the most honest propagandists in 
the country are advertisers. 
Thanks to the intelligence and 
basic honesty of advertising man- 
agers and agencies. 

Next in line are the politicians. 

Advertisers and politicians most 
always identify themselves and 
their causes before they gore their 
oxen. Can we say the same for 
other segments of America’s cul- 
ture? Who else implies their ul- 
terior motives so emphatically? 
What other propagandists warn 
you in advance that they are prej- 
udiced and biased? 

I'll stack the honesty of adver- 
tisers against any other group in 
America, including Ministerial 
Associations and the Council of 
Bishops. 

Wm. J. Appel Jr. 

Mannie R. Klein Advertising, 

Washington, D. C. 


Katy Did, Katy Didn’t 

To the Editor: The comprehen- 
sive and fascinating front-page 
story in your issue of July 15, 
1957, concerning the acquisition 
by Vision Inc. of Printers’ Ink 
unfortunately left a major mis- 
conception with your readers. 

The photograph accompanying 
the article states that Vision has 
purchased Science Pictures Inc. 
While we have a close and friend- 
ly working relationship with Vi- 
sion, as we have with the pub- 
lishers of many other leading 
magazines, I am pleased to re- 
port that Science Pictures Inc. is 
a totally independent enterprise 
and in no way corporately related 
to any publishing venture. 

I trust you will make this cor- 
rection on your front page, giving 
it equal prominence with the 
erroneous story, since Science Pic- 
tures—a leading producer of en- 
tertainment, industrial, commer- 


cial and training films—is at this 
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time producing several films for 
clients who would be embarrassed 
if Science Pictures were in fact 
owned by any corporation in the 
communications field. 

Francis C. Thayer, 

President, Science Pictures 

Inc., New York. 

The photo we published July 15 
was originally published in AA in 
September, 1956, and purportedly 
showed the ceremonial of Vision 
purchasing Science Pictures Inc. 
Neither Mr. Thayer nor anyone 
else ever complained to AA about 
the picture or caption being in- 
accurate, but Mr. Thayer now as- 
serts that it was and that the 
September deal was for “a stock 
exchange with Vision and ar- 
rangements for an interlocking 
board,” but that this plan has 
fallen through—without benefit 
of publicity up te now, apparent- 
ly. Science Pictures Inc. also ap- 
parently changed its name to 
United States Productions Inc. 
the day before Mr. Thayer wrote 
the letter above, but this also is 
not mentioned in the letter. 


Too Close for Comfort 

To the Editor: Evidently the 
Oklahoma City Times doesn’t like 
their cigaret advertisers. The en- 


Yes, twice as many filter 
other two largest-selling 


co 
TWROUGH AND THROUGH FOR ENTER SmOOTHMESS 


closed clipping proves to me that 
they don’t. 
James Ritchey, 
Agent, Enid Morning News, 
Alva, Okla. 


. — . J 
Another ‘I Done It First’ 


To the Editor: In this week’s 
issue—June 24—I was most inter- 


ested in the story on the farm edi- | 
tors forum sponsored by Marstel- 


ler, Rickard, Gebhardt and Reed. 

It’s a good idea—so good that I 
originated something very similar 
to it nearly three years ago. Mine 
is called an “Editorial Open 
House.” It takes place in New 
York. It lasts three days. And, at 
the last one, held in June, 1955, 
some 160 editors attended. 

What’s more it didn’t cost any 
$10,000. Approximately $1,800 is 
more like it . . . I’m enclosing a 
copy of my “Atkinsonews” for 
July, 1955 that contains reprints of 
stories that appeared in Business 
Week and The Cincinnati Post. 

Yessir, these advertising agencies 
are copying the publicity men more 
and more. 

Wade Atkinson, 

Press and Radio Relations, 

Cincinnati, O. 


Clears Up a Mystery 

To the Editor: This letter refers 
to the article “The Creative Man’s 
Corner” which appeared in your 
publication June 10 [discussing the 
Container Corp. “Great Ideas of 
Western Man” series]. 

On many occasions I have pon- 
dered the points made in this par- 
ticular copy of the Corner. Recent- 
ly I got a clue as to the “reason 
why” of this campaign. 

An advertisement for Fabian 
Bachrach appeared in The New 
Yorker featuring a photograph of 
the chairman of the board, Con- 


tainer Corporation of America, and | 
listed among his attributes, “Pa- | 
tron of Modern Art.” For me, this 
explained much. 
J. L. Foley, 
Vice-President, McKim Ad- 
vertising Ltd., Toronto. 
s . 


Ad Statement Makes 
a Doubter of This Adman 

To the Editor: When we hear 
an advertiser proclaim that “the 
only way to get a decent shave is 
with a Gillette razor,” the state- 
ment is so obviously untrue that 
our immediate reaction is to doubt 
the sincerity of everything else 
he says. 


Side-show pitchman tactics in| 4 


advertising just don’t jibe with 
honesty. 

Knowing that AA is strong for 
honesty in advertising 1 thought 
that one of your editors might 
like to see what his typewriter 
could come up with. 

Edward M. Power Jr. 


Edward M. Power Co., Pitts- 
burgh. 


JAMES B. BOYNTON, Vice President 
and Director of Advertising 
FAWCETT PUBLICATIONS, Inc., says . . 


An important part of our TRUE Magazine 
promotion is concentrated in the New York 
suburbs where 7 out of 10 advertising men 
live . . . and we reach this executive group with 
our commuter station posters. For example, 
an advertising executive commuting from 
\ Westport, Conn., could see our TRUE 
posters at twenty stations en route .. . 
giving daily repetition te our story of rising 
circulation and ad revenues.?? 


iat t 


FATT] TRANSPORTATION DISPLAYS, INC., 70 East 45th Street, New York 17 


STATION POSTERS © CAR CARDS © DIORAMAS © TERMINAL EXHIBITS © TIMETABLES © MENUS 


“TAKE MY SHARE OF THIS 
RICH AND READY MARKET!” 


THE VOICE Lor wemttewe sue sueay 


Yep... that's the biggest share . . . the /ion’s share of the market that 
feeds, clothes, transports and shelters more than 90 million people in 
Hometown and Rural America. 

“My share,” says Leo the Lion, “is the biggest share because I reach it 
through 958 affiliated Keystone Broadcasting System radio stations. 

And I reach it more completely than any medium going into the area . . . 
with results that will make you roar with delight!” 

Nicest feature of all about KEYSTONE is the fact that you can pick a 
network to fit your special needs and select your time to suit. 

“We'll be glad to come to see you—take your marketing problem or 
your special test sales promotion—and tailor a network to fit like a glove .. . 
90 stations or 958 as the case may be. 

Call us—no obligation for you and a genuine pleasure for us to show you 
how you can be “king” in rich and ready Hometown and Rural America! 


Send for our new station list 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
111 W. Washington 527 Madison Ave. 3142 Wilshire Bivd. 57 Post St 
Sta 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 


e TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's 
up to you, your needs 

* MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some “spot” costs. 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you 
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Foreign-Car Beachhead Now Full-Scale 
Invasion; U.S. Ads to Total $5,000,000 in 1957 


New York, July 23—The foreign 
car invasion continues to roll along 
in high gear and promotional ac- 
tivities are now being accelerated. 
The foreign makes will probably 


account for $5,000,000 in advertis- | 


ing this year. 
With sales of imported automo- 


biles soaring to new heights in| 


1957, ad budgets have been beefed 
up. There are currently six manu- 
facturers who are spending be- 
tween $250,000 and $500,000: Re- 
nault of France, British Ford, 
British Motor Corp., Standard-Tri- 
umph, Jaguar Cars and Rootes 
Motors. 

A seventh producer, Fiat of Italy, 
will spend close to $250,000 in the 
year which began July 1. 


® The leader of the field, Volks- 
wagen, continues to manage very 
well without any advertising. The 
German company is in the enviable 
position of being able to sell every 


takes 
(almost) 


21 of the 24 top Pulse 
Rated radio shows in 
Los Angeles are 
heard on KNX* That's 
another reason why 


Southern California's 


#1 radio station is 
the CBS 50,000 watt 


KNX, LOS ANGELES 


REPRESENTED BY CBS RADIO SPOT SALES 


* Pulse: March-April, 1957 


|car it can bring over here. 

Volkswagen of America Inc. did 
appoint a public relations manager | 
last week, Scott Stewart, who was| 
|formerly with the Budd Co. Asked | 
if Volkswagen planned to do any 
/advertising in the American mar- 
ket, Mr. Stewart said, “It’s in the} 
cards,” but he pointed out that “it | 
| would be downright criminal for us 
to advertise very vociferously now 
when a customer may have to wait 
six to eight months to get his car.” | 

Volkswagen, which sold 50,000 
cars here last year, sold 26,500 in 
the first five months of 1957, ac- 
cording to R. L. Polk Co. registra- 
tion figures. 


a While Volkswagen is about 25% 
ahead of its 1956 sales pace, the 
rest of the field is faring even bet- 
ter. In all of 1956 some 100,000 
foreign cars were sold in the U.S. 
In the first five months of this 
year more than 66,500 were sold, 
indicating a 1957 total of 150,000. 

The pace-setter of the field 
this year, after Volkswagen, is 
Renault’s new Dauphine, a smart- 
looking, $1,645 economy car, avail- 
able with semi-automatic trans- 
mission. Backed by a $400,000 ad 
budget, Renault sold 5,280 Dau- 


phines through May. 
The nationalized French compa- 
ny sold only 2,420 cars here in 


Peet thete: Sew Tork New lereeg Pramaginaan and Yothemstors Sater 
HOPFMAM motor car co. Inc. 
mt 


443 PARE AVENUE, HOW FORE Cte, 


THE MULTIPLA—First in a series of 
ads on different Fiat models, this 
July insertion in 20 newspapers 
backs the Multipla, a station wag- 
on that “gives up to 49 mpg.” St. 
Georges & Keyes is the agency. 


1956; it previously set its 1957 sales 
goal at 20,000 cars. 

Mann-Ellis, Renault’s agency, 
has put the majority of the ad 
funds into high-frequency, small- 
space newspaper ads, promoting 
the Dauphine as the ideal second 
ear: “Traffic is heavy tonight, let’s 
take the Dauphine.” 


® The British motor industry, 
which originally opened up the for- 
eign car market here, is enjoying 
spectacular success this year. The 
standout performers are: 


1. British Motor Corp. Cars 
(Austin, Austin-Healey, MG and 
Morris). Imported by Hambro Au- 
tomotive Corp., which has split the 
budget 50-50 between newspapers 
and magazines. The MG, lowest- 
price sports car on the market, 
still runs second to Volkswagen, 
with sales of 5,300 in the first five 
months of 1957, compared to 6,000 
in all of 1956. The Morris 1,000, 
|an economy car, racked up sales of 
1,165 in the same period—a gain 
| of almost 200% over its 1956 rec- 
ord. Hambro’s magazine schedule 
has included Esquire, Holiday, 
Road & Track, Saturday Review, 
Sports Cars, Sports Cars Illustrat- 
ed, Sports Illustrated and Time. 
McCarty Co. is the agency. 


2. British Fords. In the first five 
months of this year more British 


| 


"| newspapers 


Fords were sold (4,400) than in 
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SELLING THE SIZZLE—The joy and excitement of driv- 
ing a sports car are heralded in ads for the $2,625 
Triumph (TR 3). Gore-Serwer Inc. is the agency. 
Austin-Healey, a British Motor Corp. car, is pro- 
moted on the inside cover of the August Sports Cars 


all of 1956 (4,230). Ford says it 
is confident that it will sell more 
than 20,000 cars here this year. 
Advertising, handled by J. Walter 
Thompson Co., has been concen- 
trated in saturation newspaper 
drives in the larger metropolitan 
centers. Spot radio has also been 
used. Half of the budget has been 
devoted to the $1,540 Anglia, an 
economy car. The other half has 
supported the Mark series—Consul, 
Zephyr and Zodiac. 


3. Rootes. Erwin, Wasey & Co. 


-| has been using newspapers, maga- 


zines and spot radio and television 
to promote the Hillman, with 
carrying the main 
load. In the January-through-May 
period, there were 3,250 Hillmans 
sold, only 150 less than total sales 
in 1956. The American styling of 
the Hillman has been featured. 


4. Standard-Triumph. The Tri- 
umph sports car, the TR 3, has 


:|roared into second place in sports 


car sales this year. Up to June 1, 
1,800 TR 3s were sold, as against 
2,340 in all of 1956, and the compa- 
ny says its deliveries to dealers 
indicate that the best half is still 
to come. This sales spurt has vault- 
ed the TR 3 ahead of Austin- 
Healey and Jaguar. The Triumph 
ad budget was increased this 
spring and it has now been in- 
creased again. The annual expen- 
diture is in excess of $400,000. Be- 
ginning this fall, Triumph will go 
into Sunday newspapers with a 
regular schedule in its top 18 mar- 
kets. Holiday and Sunset Maga- 
zine are being added to the maga- 
zine list, and there will also be 
increased coverage in Motor Trend, 
The New Yorker, Road & Track, 
Sports Cars and Sports Cars Illus- 
trated. Gore-Serwer is the agency. 

5. Jaguar. A_ consistent sales 


BRITISH 
BUILT 
AMERICAN 
BEAUTY 


leader for several years now, Jag- 
uar is holding its own this year, 
with sales of 1,600 in the first five 
months, compared to 3,680 in 1956. 
Jaguar spends $300,000 through 
Cunningham & Walsh—$200,000 in 
magazines and $100,000 in news- 
papers. An additional $100,000 is 
spent on public relations, mer- 
chandising, exhibitions and sports 
car rallies. 


= With the market for foreign cars 
expanding, there is a rush of new 
entries. At the present time, there 
are already 50 different brands of 
foreign cars being marketed here. 

Two recent entries appointed ad- 
vertising agencies last week. Saab 
Motors, importer of the Saab, a 
Swedish economy car selling for 
$1,900, named Gotham-Vladimir 
Advertising to handle its forth- 
coming promotion. Some 300 Saabs 
have been sold here this year. 
Volvo, another Swedish car, turned 
its national account over to Adver- 
tising Agencies Inc., a Los Angeles 
agency, which introduced the car 
on the West Coast last year. In 
the first five months of this year 
Volvo sales totaled 2,900, virtu- 
ally all in California. 

Fiat, which entered the market 
this spring, began its advertising 
drive last week with insertions in 
20 metropolitan newspapers—the 
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Illustrated. McCarty Co, is the agency for Hambro 
Automotive Corp., the importer. Rootes Motors says 
the British-built Hillman Minzx convertible has “the 
agile dash of a young Kentucky thoroughbred.” Er- 
win, Wasey & Co. is the agency. 


first of a series of ads on different 
models. St. Georges & Keyes is 
handling Fiat. 


s At the most, foreign cars will 
account for 3% of the U.S. auto- 
motive market this year. This is, 
still a tiny drop in a huge bucket, 
but Detroit is beginning to take 
some notice of the small beetles 
swarming around its elongated fins. 
Ford, as noted earlier, has stepped 
up its importations from Britain. 
In the fall General Motors will 
enter the fray with its British-built 
Vauxhall and German-made Opel. 
Both are expected to come in un- 
der the $2,000 mark. 

GM, incidentally, has apparently 
been test marketing the Opel in 
nearby Puerto Rico. According to 
the Polk registration figures, 750 
foreign cars were sold in Puerto 
Rico during 1956—and 300 of these 
were Opels. And in the first five 
months of this year, another 750 
foreign cars were sold in the island 
—360 of them Opels. 

Finally, reports from Tokyo say 
the Japanese are planning to get 
in on the act. Japan’s current an- 
nual output of small cars is only 
30,000, but the manufacturers there 
are considering a proposal to step 
up production, with the aim of ex- 
porting between 40,000 to 50,000 
economy cars a year to the U.S. # 


these handsome, 


GREAT GIFT IDEA: CARD CUFF-LINKS! 


The *“‘man who has everything" doesn't have 
fine quality satin silver- 
finished cuff-links (or tie bar) engraved with 
perfect reproduction of any business (or per- 
sonal) card. Unusual, highly personal, yet in 
perfect taste for your most distinguished busi- 
ness friends, service awards, quota prizes, Christ- 
Budget prices for group orders. 
want a set yourself—write for full details now! 


You'll 


carries 


ao 


more 


advertising linage 
than any other 
weekly publication 
in North America 


3 Here is the 1956 linage of the ten 
top weeklies: 


The Financial Post ...... 3,633,127 
eres Perey Pree T ee 3,164,976 
Oil and Gas Journal ............. 3,125,220 
GE dtbesdivenctovisecessasan ee 2,626,680 
Ee OD 6402.00 005 060400 ssaenee 2,548,980 
Business Week «2... 666 ccc cunne 2,461,115 
Saturday Evening Post ............ 2,385,156 
New York Times Magozine ........ 2,355,844 
Journal of the American 

Medico! Association ............ 2,184,000 
Cer TP ck cdcorcceccecsavasis 2,117,117 


periodicals: Printers’ Ink, 
and industria! Marketing, 


Jenvory 1957. 


West Coast representative in the U. S. A. 
Duncan A. Scott & Co., San Francisco and 
Les Angeles. 


THE FINANC)4\ POST + 481 UNIVERSITY AVENUE, TORONTO 2 + 1242 PEEL STREET, MONTREAL 2 _ 
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U.S. ‘Had to Act’ on Cigarets, Says 
Burney; ‘Generally Satisfied’: FTC 


(Continued from Page 1) | 
quired to complete the study. 
When the results are in the com-| 
mission will be in a strong posi- | 
tion to deal with copy themes 
which tobacco companies continue 
to use. 

Under questioning he insisted 
many of the criticisms of tobacco 
ads are so controversial the com- 
mission is unable to proceed 
against them. He said FTC’s in- 
dustrywide approach has produced 
the best possible results under the 
circumstances and has _ received 
good cooperation from the cigaret 
industry. 


® As he sat in the witness chair, 
the subcommittee staff unveiled a 
series of charts showing by brand 
that current filter tips for many 
companies contain more tar and 
nicotine than similar products 
sold in 1953. The subcommittee 
contended a carry-over value in 
the advertising copy leads people 
to believe that today’s filters are 
more effective than they actually 
are. 

Rep. Blatnik agreed that FTC 
had made substantial progress in 
the cigaret field, but suggested the 
progress might be even more im- 
pressive if Congress strengthens 
the commission’s hand by passing 
legislation enabling it to get court 
injunctions against questionable 
cigaret ads. 


8 He said FTC and the tobacco 
industry ought to take a lesson 
from the achievements of Treas- 
ury’s alcohol and tobacco tax unit 
in its dealings with the liquor in- 
dustry. 

“Here government and industry 
are doing a good job in honest 
advertising without fuss and 
bother,” the congressman said. 

When Congressman Blatnik 
proposed that cigaret companies 
be required to label each package 
to indicate the nicotine and tar 
content, Commissioner Secrest 
protested that medical facts to 
justify such a requirement are 
controversial. Rep. Blatnik com- 
plained that the average consumer 
gets little information about the 
contents of the cigaret he is buy- 
ing. 

“You don’t have to tell him 
what he should do,” the congress- 
man explained, “but he should 
know what he is getting. Give the 
consumer a chance.” 

In his testimony as spokesman 
for FTC, Commissioner Secrest 
told the subcommittee FTC strug- 
gled helplessly to deal with mis- 
leading cigaret ads until the idea 
for advertising standards was pro- 
posed by the commission’s bureau 
of consultation three years ago. 

As a result of the adoption of 
these standards, he said, more than 
75 objectionable claims have been 
dropped by tobacco companies. 

“The commission believes its 
industry-wide approach to cigaret 
advertising and its adoption of ad- 
vertising guides have served to 
eliminate completely all health 
implications from cigaret adver- 
tising, thus achieving a marked 
and prompt improvement in the 
advertising of cigarets,” he said. 


s His optimistic appraisal of the 
cigaret advertising situation sur- 
prised subcommittee members. 
During six lengthy hearings in the 
past two weeks, they had been 
paving the way for the appearance 
of an FTC spokesman by stressing 
scientific testimony showing that 
many current king-size filter ciga- 
rets provide more tar and nicotine 


to smokers than regular-size non- 
filter brands sold by the same com- | 
panies. 


Only yesterday, Rep. Blatnik | 


chided the tobacco industry for 
failing to send witnesses to dis- 
cuss the function of filters in ciga- 
rets. While several scientists sym- 
pathetic to the tobacco industry’s 
point of view have appeared, Dr. 
Robert DuPuis, vp in charge of re- 
search for Philip Morris, who was 
originally listed as a witness, sub- 
sequently withdrew. 


= “Testimony before this subcom- 
mittee from some of the most com- 
petent medical authorities in the 
country, including the surgeon 
general of the U. S., charges that 
excessive cigaret smoking is a con- 
tributor to the incidence of lung 
eancer,” Rep. Blatnik said. 

He noted there was evidence the 
companies placed relatively inef- 
fective filters on cigarets and used 
stronger tobacco to nullify the ef- 
fect of the filters. 

“Without passing judgment on 
the charges that cigaret smoking 
is a causative factor in lung can- 
cer—and may I note that the evi- 
dence to date is impressive—I find 
it difficult to fathom the behavior 
of the cigaret industry,” he con- 
tinued. 


s Earlier this week the commit- 
tee received testimony from Con- 
sumers Union, comparing labora- 
tory tests on cigarets in 1953, 1955, 
and 1957. For most brands the re- 
sults showed greater irritating ef- 
fects than in 1953, and a little less 
than 1955. Special data on the new 
Kent showed Kent’s new filter was 
about 40% more effective than the 
filter used in 1955. But, Rep. Blat- 
nik noted, Kent still passed more 
irritants than the original Kent 
filter tipped cigarets in 1953. 

Irving Michelson, head of spe- 
cial projects division of Consum- 
ers Union, deplored “manipula- 
tions” of clever copywriters who 
make data imply something which 
isn’t actually in the ad. 

As an example, he noted the 
content of Parliaments once was 
advertised as containing only one- 
fourth of 1% nicotine. “This 
seemed low,” he said, “but since 
there is no comparison figure giv- 
en, the implication that it is low- 
er than other brands is purely in 
the reader’s mind.” Even the mere 
statement that a cigaret is filtered 
can be misleading, Mr. Michelson 
said, unless some standard of 
comparison is given. 


2 Among the scientists who con- 
tinued to discuss the “cancer 
problem” with the subcommittee 
were Dr. Leroy Burney, the sur- 
geon general of the U. S., and Dr. 
John R. Heller, director of the 
National Cancer Institute. They 
said the public health service’s 
recent warning on lung cancer 
was issued because recent re- 
search reflected a situation the 
health service felt compelled to 
take cognizance of. 

When Rep. Blatnik expressed 
doubt that the government’s 
warning could have much impact, 
in the face of the continuing ad- 
vertising campaigns for cigarets, 
the surgeon general pointed out 
that the official warning is being 
circulated to all state and local 
health officers and, through the 
American Medical Assn., to all 
physicians. 


s The public health service wit- 
nesses indicated that another ma- 


|jor research project, which will 


produce results next spring, may 
be the occasion for renewed and 
perhaps stronger warnings in re- 
gard to the use of tobacco. 


JET STREAK—Two color spreads like this will appear in a 17-insertion 

schedule for Eastern Stainless Steel Corp., Baltimore, during the re- 

mainder of 1957. Ads will run in Iron Age, Steel, Materials in Design 

Engineering, plus advertising in the export field. VanSant, Dugdale 
& Co., Baltimore, is the agency. 


World War I by the public health; tine content of each brand of 


service, apparently will confirm 
statistics om lung cancer already 
published by the American Can- 
cer Society, according to Dr. Hel- 
ler. 

“If next spring, when we are 
ready to prepare an interim re- 
port on this project, we have more 
information on the relationship of 


smoking and lung cancer, we will | 


have to make it 


Burney said. 


public,” Dr. 


s While the committee has been 
getting headlines from its testi- 
mony on the cancer scare, Rep. 
Blatnik has said the subcommittee 
intends to look into advertising 
for weight reducers, tranquilizers 
and possibly false pre-ticketing, 
after it finished with cigarets. 

In his report on FTC’s exper- 
ience with the tobacco industry, 
Commissioner Secrest said today 
that the commission found it al- 
most impossible to do an effective 
job in the tobacco industry until 
it succeeded in interesting the in- 
dustry in adopting voluntarily a 
set of advertising standards. 


® He said the decision to try the 
advertising standards approach 
was made after the commission 
was rebuffed in an effort to cut 
through red tape and get a court 
order in 1952 against a tobacco 
company (Chesterfield) which 
broke into print with medical 
claims similar to those attacked 
by the commission in orders is- 
sued against competing brands. 

In its approach to the tobacco 


companies, he recalled, the com-| 


mission’s bureau of consultation 
pointed to increased responsibility 
which manufacturers have in the 
light of “scientific developments” 
with regard to health problems, 
which may arise from excessive 
smoking. 

He said the commission’s staff 
has reviewed cigaret advertising 
continuously since the adoption of 
the guides. “When claims consid- 
ered questionable have been de- 
tected, they have been brought to 
the attention of the company in- 
volved, and their discontinuance 
has been obtained as soon as possi- 
ble—excepting, of course, those 
matters currently receiving staff 
attention.” 


® Even the voluntary process in-| caid 


cigaret offered to the public. 

“Notwithstanding these _ diffi- 
culties,” he contended, “the adop- 
tion and administration of these 
guides resulted in a marked im- 
provement in the advertising of 
all cigarets, including that of 
filter tip cigarets.” 


® Prior to issuance of the guides, 
he argued, cigaret ads generally 
contained health claims. Since 
their issuance, the theme of all 
such advertising, including that of 
filter tips, has centered around 
taste and flavor. 

Besides eliminating dozens of 
objectionable themes within a 
brief time after they appear, the 
improved relationship between 
FTC and the advertising agencies 
and officials responsible for cig- 
aret ads often results in abandon- 
ment of claims, and even entire 
advertising programs, prior to 
their use, Commissioner Secrest 
reported. All this has been 
achieved, he told the subcommit- 
tee, “at a fraction of the cost 
which use of the commission’s 
regular procedures would have re- 
quired.” # 


‘Not Bankrupt,’ Says 
Discounter in Libel 
Suit for $1,000,000 


WASHINGTON, July 26—Sidney 
S. Faber and Faber-Benson Sales 
Co. charged today that they were 
libeled in a newspaper advertise- 
ment used by another Washington 
retailer to announce it had ob- 
tained Faber-Benson’s bankrupt 
stock at public auction. 

In a $1,000,000 action against 
Todds Services Inc.; the Washing- 
ton Evening Star and Kal, Erlich 
& Merrick, Washington agency, 
Faber-Benson took exception to 
two phrases used in a Todds ad in 
the Star on June 5. The complaint 
said the ad was re-published June 
12, despite protests. 

The phrases cited in the com- 
plaint said, “Purchased at auction, 
huge bankrupt stock from Faber- 
Benson,” and “Todds makes tre- 
mendous purchase from the bank- 
rupt stock of one of the oldest and 


| largest discount houses in town.” 


A spokesman for Faber-Benson 
the company did not go 


volves some of the same diffi- | through bankruptcy, although a 
culties FTC faced in its effort to| petition for bankruptcy had been 
prosecute misleading cigaret ads,|¢ijeq by one of its creditors and 
he pointed out. “In the absence of | was dismissed. The sale of assets 
its own continuing test data ON| was carried out, the spokesman 


all industry products,” he said, “it ..iq 


is necessary to rely upon reports 
of tests by private organizations.” 
“Because of the different testing 
methods used and the absence of 
regularity in the testing of all 


, under a voluntary settlement 
with creditors. + 


Hutnagel to Louchheim Co. 


James Hufnagel, formerly na- 


Helene Curtis Is 
Seeking New Agency 
to Replace Ludgin 


(Continued from Page 1) 
move to one agency or whether 
they will be split among several 
agencies has not been determined 
at this time, Mr. Factor told AA. 

The failure of Spray Net to con- 
tinue to make projected sales 
gains, and a continued skid of 
Stopette sales were reported as 
primary reasons for Ludgin’s dis- 
missal. 

Spray Net was the top selling 
brand of its kind in the cosmetics 
field up until two years ago, when 
Revlon’s Satin Set, with a tremen- 
dous boost from the “$64,000 
Question” summer replacement tv 
show, caught fire and moved into 
first place. 

Although the market was en- 
larged and Spray Net sales con- 
tinued to gain, Helene Curtis 
officials reportedly were disap- 
pointed in the percentage of sales 
gains as compared with Satin Set 
sales. 

The introduction of other com- 
peting products in the last year 
such as Colgate-Palmolive’s Lus- 
tre Net hair spray and Breck’s 
Hair Set Mist reportedly cut down 
potential sales for Spray Net, AA 
was told. Spray Net still has a 
healthy share of its market, de- 
spite all its troubles, AA learned. 


s Stopette sales had been de- 
creasing for the past two or three 
years, even before Helene Curtis 
got the product, when it purchased 
Jules Montenier Inc. last year 
(AA, April 9, ’56). Ludgin had 
handled advertising for the prod- 
uct since it was introduced around 
1948, and the agency retained the 
product following the purchase by 
Curtis. 

The Ludgin agency reportedly 
was surprised when it received 
the pink slip. Ludgin has been 
one of Curtis’ agencies since 1954, 
when it picked up Spray Net and 
Lanolin Discovery from Ruthrauff 
& Ryan (AA, March 8, ’54). It got 
additional business in the form of 
Tweed fragrance and the Lenther- 
ic men’s line from Grant Adver- 
tising (AA, Nov. 26, 56) follow- 
ing Helene Curtis’ purchase of 
Lentheric from Olin Mathieson 
Chemical Corp. last year (AA, Oct. 
8, 56). 

Helene Curtis’ current agency- 
product lineup is as follows: Gor- 
don Best Co. has Tweed hair 
spray, Creme shampoo, Suave hair 
preparation, Helene Curtis Lan- 
olin lotion shampoo, Creme rinse 
and Helene Curtis Shampoo Plus 
Egg. Edward H. Weiss & Co. han- 
dies Lanolin Discovery, King’s 
Men grooming aids, Tweed soft 
fragrant shampoo and Enden 
dandruff treatment shampoo. 


® Loss of the Curtis business ap- 
parently came too late to permit 
Ludgin to pitch for the Andrew 
Jergens Co. account which moved 
out of the Robert W. Orr agency 
last month (AA, June 10). A 
Ludgin spokesman told AA that 
the agency has not approached 
Jergens, which reportedly is ready 
momentarily to pick a successor to 
Orr for an estimated $4,000,000 in 
billings. 

The loss of Helene Curtis, 
which billed about $4,500,000, is 
a tough one for Ludgin; the ac- 
count represented about one-third 
of the agency’s billings. Ludgin 
billed $13,300,000 last year (AA, 
Feb. 25). # 


Eckerson Named Ad Manager 

of Pittsburgh Waterproof 
Pittsburgh Waterproof Co., Pitts- 

burgh, has named Gene H. Ecker- 


industry products by the same or- tional sales manager of the Philco-|son to the post of advertising and 
' ( ganizations and method over pro-| Bendix division of Philco Corp.,|sales promotion manager. Mr. Eck- 
This program, involving exam- | longed periods of time, | has been|has joined Stuart Louchheim Co.,|erson previously was with Walker 


ination of the health records of | difficult, if not impossit «, to eval- 


more than 220,000 veterans of 


‘uate accurately the tar und nico- 


| 


Philadelphia wholesale distributor, |& Downing Advertising and Ketch- 


as exec vp and general manager. 


‘um, MacLeod & Grove. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


per line. Add two lines for box number. 


spaces per line; upper & lower case 
Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


Sah ea acy 


_ AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31 


36,916 


1956 


HELP WANTED 

SPACE SALESMAN 
To represent leading consumer-fashion 
magazine in men's apparel industry. Cre- 
ative selling ability, knowledge of adver- 
tising values required. Want ambitious, 
personable, future-seeking young man. 
Splendid opportunity. See Miss Richards, 
Esquire, Inc., 65 E. South Water &t., 
Room 1905, Chicago, Il. 
ADVERTISING ART STUDIO, NEW 
YORK CITY HAS OPENINGS FOR EX- 
PERIENCED ART SALESMEN. HIGH 
COMMISSION. PLAZA 3-0691. 


MOLENE 
BGUOTS cvcccccecceeeccccceeeen Public Relations 
Copywriters wee Advig. Managers 
Artists ... Media . ‘Production ...... Service 


“all is grist which comes to our mill” 
Andover 8% 4424-105 W. Adams 8t.-Chgo. 3 
SALESMEN TO CALL ON NEWSPAPERS 
WITH HIGH INCOME SIDE LINE 
Established over two years-top dailies 
now subscribe to this service-all sold by 
one part time salesman. Service the only 
one of its kind, now ready for intensive 
development. U.S. and Canada to be di- 
vided among just six men. Liberal 
commissions on new contracts and re- 
newals. Minimum earnings should exceed 
$5000 per year. No investment required. 
Box 9744, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
Unusual opportunity for display salesman 
on rapidly expanding weekly covering 
large wealthy area. Box 9760, ADVER- 
TISING AGE, 480 Lexington Ave. New 
York 17, N.Y. or call White Plains, N.Y.- 
Rockwell 1-1700 or Cypress 8-4471 
Live the good life as ad man for crack 
small town newspaper. Work hard, make 
good money Five minutes to golf, 
swimming and fishing. Several good Mid- 
west papers to choose from. Write Bob 
Murphy, Rural Gravure, 201 North Wells 
Street, Chicago 6, Dlinois. 

PUBLICITY WRITER 
West Michigan 4A agency has opening in 
rapidly growing publicity department. 
Needs writer who can handle steady flow 
of trade paper publicity. Some contact. 
Some travel. Starting salary up to $6,500, 
for right man. Write: 
Box 9763, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Se. State St.. Ha 7-1991 Chicago 


WANTED: 


MEMPHIS 
BRANCH 
MANAGER 


Experienced advertising executive needed 
to head up new Memphis office of 
established 4A agency this fall. 


Will be expected to help service current 
accounts and solicit new billing. Top 
level opportunity for man with estab- 
lished contacts in Memphis. Inquiries 
will be handied confidentially. 


Box 685 ADVERTISING AGE 
200 E. Iilinois St. 
Chicago 11, Illinois 


| HELP WANTED 
| N¥-AD REP. EARN EXTRA MONEY. 
W. German Export-Import and trade 
| pebisentsons. Excl. Terr. High Comm. 
Bex 9761, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Advertising Agency 
LAYOUT MA 
We're looking for a man now in a small 
shop (or a large one), in a studio (or 
free-lancing) who feels he can qualify as 


days. We're in the Middle-West; we're 
big and there’s lots of room to grow with 
us. Working better than usual fringe ben- 
efits—Profit Sharing, Insurance, etc. Our 
staff knows of this ad. 
Box 9762, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION PROMOTION writer. Fa- 
miliar with creating subscription-getting 
sales letters and brochures to sell varied 
business services and publications. Assist 
the circulation director of a national pub- 
lisher, Washington, D. C. Age 25-35. me 
experience in list work, production, help- 
ful. Resume, state salary requirements. 
Company benefits. 
Box 9764, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 717-2255 


FEATURE WRITER 
If you are promotionally-inclined 
FEATURE WRITER 
If you are promotionally-inclined writer, 
you'll certainly be interested in this po- 
sition with the leader in the growing 2- 
way radio industry. Here you'll find room 
to grow, for there's opportunity to match 
your potential. You'll be responsible for 
news releases, feature stories, installation 
articles, and public relations—sales pro- 
motion activities. Send salary require- 
ments and complete resume. 
Box 9765, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Top N.Y. Television Film Production Stu- 
die requires Salesman for recently ex- 
panded live and animation commercial 
department. Knowledge of industry plus 
agency contacts ness. Draw against 15% 
Comm. Phone or Write FILMACK STU- 


a full-fledged Art Director one of these | $8,500 


POSITIONS WANTED 
ADVERTISING AND SALES 
PROMOTION MANAGER 
Outstanding experience as head of own 
small agency for last five years; to 
creative thinker with contradictory fla 
for administration and detail. Aggressive, 
enthusiastic and looking for permanent 
position as advertising and sales promo- 
tion manager (or assistant) with national 
consumer or industrial advertiser. Ivy 
League graduate, he age 37. Salary - 

$12,000 plus opportun 

Box 9766, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Top-notch PR, Advertising man whe 
takes his work but not himself serivusly. 
Skilled, 9 years newspapers, fund raising, 
industry. Solid writer, able communicator. 
Good rsonality. Married. Age 31. 

x 9767, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
COPY-CONTACT OR ASS’T. CONTACT 
Would change to more contact, ‘ess copy 
and escape assembly line methods to 
boot. Eminently open to assistant’s spot. 
Much colateral, proved results in bw, 
radio, TV, mail. 30, married, midwest, 


‘Box 9768, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 
Top Notch Copywriter, Advertising As- 
sistant, Promotion and Mail Order man, 
22 years solid background, wishes te 
relocate on West Coast. Brochure on 
request. 
Box 9774, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 
New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Color-Fast Service. Short run cata- 


logues our specialty, Skokie Colorgraph, 
Inec., Merten Grove, lll. ORchard 4-7400— 


Representatives Wanted. 


NEWSPAPER 
GENERAL ADVERTISING MANAGER 
Mature, technically qualified Manager 
for leading metropolitan daily in competi- 
tive market. Will supervise entire — 


advertising operation and work with dy- 
namic management support, top flight 
national Rep organization, complete mer- 
chandising and promotion setup. Age will 
probably be between 35 and 45 for the 
experience and aggressiveness this job re- 
quires. Must be able to work comfortably 
at top pe C—) one levels and 


MARKETING: 

At present Head of Field ~ he 

Service Dept. at 4A agency. Highest ref- 

erences. Resume furnished on request. 
Box 9769, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

EXECUTIVE ART DIRECTOR 

Widely known on West Coast. Interested 

in permanent position with national or 

regional agency team in Chicago or New 


c d staff r 

GIVE US A CHANCE: to talk with you. 
incentives and salary should start at five 
figures, plus other benefits, inciudin 
retirement plan. Fine progressive mi 
west city. We'll respect a request for 
confidence. 


Write Box 698 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


York. Personable, articulate, 


mm 1 
x 9770, ADVERTISING AGE 
200 4 "illinois St., Chicago 11, Illinois 


NOW ... GET THIS AUTO AD MA 
WITH COMBINATION SELF-STARTER 
and idea generator as special equipment. 
Salescessful record as factory ad and 
promotion manager, agency account exec, 
copywriter, salesman. Top flight auto in- 
dustry references. If you can use this 42 
year old — ng 3 ae mind for ex- 
tra salespower, wr 

Box 9771, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


GROUP COMMUNICATIONS EXPERT 
Exp. in all forms of industrials-mp’s- 
sf’s-industrial theater. Currently edit. 
chief-acct. exec. for top industrial pro- 
ducer. Calif. or Chgo location. Resume on 
request. 

Box 9772, ADVERTISING AGE 
200 E. Illinois, Chicago 11, Illinois 


ATTENTION 8ST. LOUIS 
Expert copywriter, seasoned on all ac- 
counts, strong on account service, has ex- 
cellent reason for desiring St. Louis po- 
sition. Six years rapid agency-media 
growth includes creative executive ex- 
perience. Male, 30, now employed, best 
references, immediate interview. 

Box 9773, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DIOS, 630 NINTH AVE, NYC, PL 7-0000. 
Our 46th Year 

COPY CHIEF. Postar’ be $16-20M 
chief now, but must be 
terrific Indian! 

A.E. Strong in marketing, $15-16M 
merchandising. Food. 

coPY, INDUST. Agency $8,400 

CATALOG MGR. WRITER. $7-7,590 
Woman or man. 

GLADER CORPORATION 


Dir., Adv. 


Don Harris, Div. 
110 S. Dearborn’ CE 6-5353 Chicago 


ADVERTISING SPACE SALESMAN 


Top ranking advertising space sales- 

man to work on group of national 

industrial and trade publications 

pb | high rating and leaders in their 
e 


Man we want is not over 45, knows 
space selling techniques, has a 
background of proven success, and 
can produce evidence of ge stand- 
ing with leading advertising agen- 
cies. Must be prepared to travel. 
Headquarters hicago area. Top 
drawer salary plus commissions and 
all travel expenses. If you can 
qualif Ay would like to falk with 
vou. FH provide complete 
details —_ first application. Our 
staff knows of this advertisement. 
Box 695 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


controls, and the direction of 


agency? 


States? 


interested? 


MERCHANDISING DIRECTOR 
Check yourself for this position— 


C) Would you like to be associated with a large well known manu- 
facturer in the food field as Merchandising Director? 


() Have you had substantial experience in the aggressive merchan- 
dising and promotion of a consumer product? 


() Are you experienced in creating, developing and using point-of- 
purchase and other display materials? 


(C Do you feel capable of handling all phases of a Sales Promotion 
Department, including planning, surveys, administration, budget 


(0 Have you held a similar position in industry rather than an 

00 Are you interested in working in a large city in the Mid-Atlantic 

(1) Are you now covered by a pension plan? Have you a welfare 
plan that covers you and your dependents free of cost? 


(1) We would like to talk to you in absolute confidence. Are you 


To arrange a meeting, write Box 691, ADVERTISING AGE, 
480 Lexington Ave. New York 17, N. Y. Please give a brief 
résumé of your qualifications and your experience. 


others? 


CREATIVE COPYWRITER 


Heavy experience on 
counts, in major agencies. Wide 
scope, package goods, toiletries, 
foods, others. Exceptional achieve- 
ments in selling. Forward type 
work. Senior salary range. Box 
Advertising Age, 200 E. Illinois St: 
Chicago 11, Illinois. 


leading ac- 


ASSOCIATE EDITOR 
EXTERNAL COMPANY MAGAZINE 


If you are a seasoned creative 
writer, a college graduate with 
at least ten years experience 
in newspaper, magazine, or free 
lance writing, you may be in- 
terested in this editorial post. 
You will enjoy an endless va- 
riety of writing assignments, 
most of them involving travel. 
The magazine is a top flight 
external with world wide repu- 
tation, published at the Midwest 
headquarters of this manufac- 
turing company. There is room 
for future long-term growth, 
either on the editorial staff, or 
within the company. Starting 
salary in five figures—for the 

ht man. In reply please send 
full résumé. Write Box 686, 
ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


SPACE SALES 


Two space salesmen wanted to 

cover midwest territory with of, 
fice in Chicago. Goed opportunity 
for growth as company now has 
five business publications with 
more pro ones. Salary . $600. 
per mon Insurance—hospitali- 
zation—travel expenses. Send ré- 
sumé to Renfrew Brighton, Diesel 
Publications, Inc., 80 Lincoln Ave., 
Stamford, Conn. Member of ABP. 


CAN YOU USE THIS BACKGROUND? 
PUBLISHER OF BUSINESS PUBLICATION 
ADVERTISING SALES MANAGER OF 
TRADE MAGAZINE 
AD AGENCY EXECUTIVE 
fe bk ode oe ea to HANDLING 

DRUGS, COSMETICS, FOOD, BEER, 

WINE, LIQUOR. 
AGE 41, B. S. DEGREE 
Box 688 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


PUBLIC TIONS EXECUTIVE 
Required to direct activities in N. Y. 
headquarters of national agency 
handling consumer product, institu- 
tional, corporate public relations. 
Capable of developing new business 

ential. Salary plus participation. 

rite full details. Replies strictly 
confidential. Box 699, Advertisi 
Age, = Lexington Ave., New Yo 


ae 


STAR COPYWRITER 
SEEKS KEY SPOT 


Versatile writer of ist magnitude 

. creator of vital, visual copy in 
TV and print . . . wishes to switch 
from present $15,000 post to another 


with same salary but greater oppor- 
tunities. 10 year solid agency ex- 
perience. 


Box 694 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DRAKE PERSONNEL 


Confidential — Rapid — Nationwide 
ADMINISTRATIVE ASS'T. 

24-35. Marketing or B.A. degree. 

“Idea” man for flexible Packing con- 

cern. Will advance into top marketing 

job. 2-3 bon one. Limited 

travel. $6, 


B. ce 
220 S. State + Chicago + HA 7-8600 


Has trained leading writers. 


approach. 


worth of business. 


AVAILABLE AT ONCE 


One of the country's most experienced advertising writers. 
Experienced also in handling leading accounts. 
Creator of some of the leading promotions of all time. 


Perfectionist— if that's what you want. 

Competent in campaign planning. 

Has keyed many campaigns in all media. 

Flexible but won't compromise with principle. 

Over 30 years of experience combined with freshness of 


| want a place to put this to work for 10 or 15 years where | can 
share adequately in the returns. To support requisite compensa- 
tion | would have to be responsible for several million dollars 


Box 693, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Advertising Age, July 29, 1957 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


BIRCH 


Personnel 
Service, 
Inc. 


WRITER-COPY CHIEF 
EXCEPTIONAL CREATIVITY 


8-9 years experience on variety 
of good consumer & industrial 
accounts. At present also Acct. 
Exec., very well liked in all ca- 
pacities by clients. Fine grasp of 
the visual. Highly productive. 
Extremely good ideas. Early 
30’s, grad, married, responsible. 
Likes client contact but creativi- 
ty comes foremost. Low five 
res. 


Box 692, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING ART STUDIO 


WELL STAFFED HEART OF NYC, WANTS 
TO BUY OR MERGE WITH SMALLER ART 
STUDIO. BOX 683, ADVERTISING AGE, 
480 LEXINGTON AVE., NEW YORK 17, 
N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


$12,000 

Must Dyer agency B/G in original 

automobile equipment or replacement 

parts. Excellent opportunity to take over 

senior spot at higher income level. Con- 
tact me in confidence. 

eorge E. Pyikas 

Executive Advertising Consultant 

CADILLAC ASSOCIATES, INC. 
220 S. State St. ¢ Chicago « WA 2-4800 


GET YOUR SALESMEN 

OUT OF THE OFFICE! 
Out where their increased orders mean 
more profits for you! The Point of Sale 
Producer or Broker doing one million 
dollars in volume can’t afford to miss 
the opportunity for acquiring this 
creative “‘inside’’ man, experienced in 
Litho and permanent displays. Please 
give full particulars in confidence when 
contacting: 


Box 689 ADVERTISING AGE 


480 Lexington Ave.. New York 17, N. Y. 


AGENCY FACILITIES NEEDED 


One-man agency needs office 
space and optionally: art, steno- 
graphic production and later, copy 
service. Desires to sell, bill and be 
fully financially responsible for 
accounts under own name. Phone 
(Chicago) AVenuve 3-0482, or 
write Box 696, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


Is there 
an ART DIRECTOR... 


who wants to make his next job his 
career, who Is a productive layout man 
in his own rights and capable of bulld- 
ing a top flight, all-media art depart- 
ment around himself for this 4A agency, 
and also capable of growing with this 
fastest growing agency in the Southeast 
as it moves to the 3, 4 and 5 million 
dollar brackets and up, 

who is aware great advertising cam- 
paigns are not all created in the Big 
City, 3% alr hours away, 

who Is tired of spending 25% of his 
business life on a commuter train, 
who wants a full and equal place among 
the decision-makers of the agency. 
who believes a great creative team is 
more precious than rubles and who con- 
siders personal stardom a symptom for 
psychiatrists, 

who can respect a starting $8,000 to 
$10,000 salary now, plus profit-sharing, 
insurance, etc., against the day he 
proves it the best investment he ever 
made. 


If you see yourself in this picture, send your 
complete résumé (and samples now if you like) 
and why you will consider a change to: 
Henderson Advertising Agency, Inc. 
Insurance Building—Box 1700 
Greenville, South Carolina 
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Advertising Age, July 29, 1957 


' 


KING-SIZE COMMERCIAL—Films were made of a display 
of 30 tons of aluminum products that were laid out 
on the turf of Northwestern University’s Dyche 
Stadium, in Evanston, IIl., for an Aluminum Co. of 


. 
a” 


ALUMINUM MAN— 
Bob Anglund, a 
tv actor who 
modeled for Al- 
coa’s “Aluminum 
Man” ad series, 
kicks off the 
commercial prior 
to taking a heli- 
copter flight over 
the display. 


, 


oes. 


Film Distributor Expands 


National Telefilm Associates, 
New York, tv film producer-dis- 
tributor, has set up a new division, 
Famous Films—Programs for) 
Television. The new division will | 
offer a catalog of some 500 shows | 
for tv at what is described as 
budget prices. Edward M. Gray, 
National Telefilm vp, will head 
the new division. Cy Kaplan, Na- 
tional Telefilm sales executive, 
has been named special assistant 
to Harold Goldman, NTA vp in 
charge of sales. 


ARTIST — ILLUSTRATOR 


Experienced in technical illustrat- 
ing with the ability to do ad de- 
sign; produce crisp layouts. Know- 
iedge of electronics helpful. Write 
stating age, gages salary re- 
quirements: R. L. Bickford, Director 
of Industrial Relations, Radiation, 
Inc., Box 37, Melbourne, Fila. 


ADVERTISING 
SALESMAN 


Leading National Industrial 
Magazine, with Chicago head- 
quarters, seeks intelligent, 
imaginative advertising sales- 
man capable of becoming 
sales manager. Territory: 
Midwest. Salary and bonus. 
Send full details to: Box 690 
ADVERTISING AGE 200 E. 
Illinois St., Chicago 11, Illinois 


Houbigant Sets 


Color TV Debut 
for 3 Perfumes 


(Continued from Page 3) 

the company’s regular print and 
merchandising programs. This fall 
the company has scheduled a mag- 
azine campaign, running from 
September through Christmas, to 
introduce the Hermetique atom- 
izer, which the company claims is 
the first pressure-packaged per- 
fume. 

The ads—bé&w full and fraction- 
al pages—show a large sketch of 
the new atomizer in an island of 
white space. The brief copy reads: 


s “Houbigant perfumers since 1775 
pioneers a new way to keep per- 
fumes safe against evaporation or 
change in the Hermetique atomizer 
with 1,000 measured sprays. Avail- 
able only with Chantilly, the most 
feminine perfume; Flatterie, the 
essence of Fashion.” 

The media list includes Charm, 
Esquire, Glamour, Harper’s Bazaar, 
Holiday, Mademoiselle, Sports II- 
lustrated, The New Yorker and 
Vogue. 

Houbigant’s Christmas line will 
be advertised in two four-color 
pages running in the Dec. 10 Look. 

The company’s new liquid skin 
sachet will be promoted on one- 
minute radio spots in about 40 
cities, begining mid-September 
and running five times a week for 
nine weeks. The spots will feature 
Dorothy Kilgallen and Pierre 
Harang, Houbigant’s vp in charge 
of sales. 


America tv commercial to be shown Aug. 11 on the 
“Alcoa Hour.” The commercial was planned and 
produced by one of Alcoa’s agencies, Wentzel, Wain- 
wright, Poister & Poore Inc., Chicago. 


Timken Sets Heavy 
Foreign Drive for 
Bearings, Rock Bits 


(Continued from Page 3) 
one of the local publications being 
used. 

By far the biggest chunk of the 
export budget is going for the 
global coverage in the Digest edi- 
tions. Page ads are being used 
every other month, costing Timken 
jan estimated $100,000 for the year. 

This advertising was contracted 
|for at the beginning of the year, 
|when Timken was using J. Walter 
Thompson Co. as its international 
agency. On July 1, the company 
switched the account to its domes- 
tic agency, Batten, Barton, Dur- 
stine & Osborn (AA, June 3). 

BBDO, which has recently been 
expanding its international depart- 
ment, is letting this schedule run 


Apple Growers to Vote on 
l¢ Higher Assessment 


Commission has declared the need 
for a 1¢ raise per box for advertis- 
ing and promotion, which would 
bring the assessment to 5¢ per box. 
The commission ordered a 60-day 
referendum among the 5,100 grow- 
ers who must pay the bill. The ex- 
tra cent would raise $220,000, 


commission estimated. 


The Washington State Apple 


its course, but next year Timken 
export advertising is expected to 
show a new look. 

The agency switch meant a re- 
vamping of Timken’s agency line- 
up throughout the world. The com- 
pany formerly used iocal JWT 
offices abroad. Now these have 
been dropped in favor of BBDO’s 
associated agencies. 


fices in Canada. In some countries, 


| same as Thompson's. # 


BBDO only maintains foreign of- 


THERE'S ONLY ONE 
FINGERPRINT IN THE 
WORLD LIKE THIS... 


AND THERE'S ONLY 
ONE TRADE-MARK I IMKEN 
LIKE THIS 
Originated, owned and registered by 
The Timken Roller Bearing Company, 
Canton, Ohio, U.S.A. 


Whea cow bur tapered ruller bear trade-mark The Tomken Roller 
ings. removable rock bits or fine — Bearing Company. Canton 6 
ation steel, look for the trade-mark USA Cable addres 


Soo =" TIMKEN-US.A. 


USA” —vour guarentee of ensur 
TAPERED ROLLER BEARINOS 


passed qualire These words identity 
the products of the world’s oldest 
aod largest tapered roller bearing 
UNIQUE—-Timken page, running in 
July issues of the 26 foreign edi- 
tions of the Reader’s Digest, warns 


As owner of the trade-mark 
buyers to loek for the Timken 


Timken we have licensed Brinsh 
Timber Lid Birmingham England 
trademark. 


and Société Anonsme Francaise 
Temken. Asnteres. France to use the 


‘Today's Health’ Boosts Rates 
Today’s Health, published by the 
American Medical Assn., Chicago, 
has raised its b&w advertising 
rates from $1,200 to $1,380, effec- 
tive Oct. 15, 1957. Rates have been 
boosted to correspond to an in- 


| crease in circulation of 45,000, ac- 
bringing the total promotion fund | where JWT does not have an of-| cording to W. W. Hetherington, 
to approximately $1,100,000, the/ fice, the BBDO associate is the| managing publisher. Present cir- 


culation is 375,000. 


ment and the advertis 
general. 


AA in a hurry. | have 


read it carefully. 


Ad Age 
costs less 
than 6: 


a week! 


If you are an office-leafer-through 
— if you are giving Ad Age only a 
few stolen minutes during busy 
hours at your desk—then pay heed 
to these words from Mr. Doerr: 


“Advertising Age is the connecting 
link between our advertising depart- 


“| feel | cannot afford to leaf through 


livered to my home because | want to 


“For us industrial advertisers the un- 
inhibited advertisements in AA are 


says F. D. DOERR 
Advertising Manager 


Glendale, Calif. 


accounts.”’ 


ing world in 


Technibilt Corporation 


a continuous challenge to create 
equally interesting and lively work, 
and so are the news and stimulating 
features about the activities of other 


More and more, AA subscribers are 
having the world’s greatest news- 
paper in marketing sent to their 


home for careful, thoughtful study 


away from 


my copy de- 


office turmoil. Why 


don’t you try the idea? For a mere 
$3 (which comes to less than 6¢ 
a week!) you may have AA for a 


whole year—52 idea-packed issues. 


satisfaction. 


ol AE eee ee 
Nature of Business__._..____ 
() Home or [) Bus. Address_ 
City 


The coupon below guarantees your 


Advertising Age 


200 E. Mlinois St., Chicago 11, Il. 


Here’s my order for a year of Ad Age. If I’m satisfied, after reading three 
issues, I'll send you $3. If I’m not, I'll return your unpaid bill and you will 
cancel my subscription. 


My Name __ 


Title 


. Zone. State. 


m $3 enclosed [ Bill mv firm later Bill me later 
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No Discrimination,’ Judge Rules in 


A&P, ‘Woman's Day’ Anti-Trust Case) ae 


Court Finds Book Is 
Medium, ‘Not In-Store 
Promotional Device’ 


Cuicaco, July 25—An anti-trust 
suit against Great Atlantic & Pa- 
cific Tea Co., Woman’s Day, Gen- 
eral Foods Corp., Hunt Foods Inc. 
and Morton Salt Co., brought by 
20 independent retail and two 
wholesale grocers in this area, was 
dismissed today in U.S. district 
court. 

Judge William J. Campbell, in 
a 111l-page decision, held that it 
was not a violation of the Robin- 
son-Patman Act, and that it was 
not discriminatory for the three 
food suppliers to advertise in 


Woman’s Day, although the mag-| 


azine is owned by A&P and sold 
only in A&P stores. 

William Kaplan, one of the at- 
torneys for the losers, told Ap- 
VERTISING AGE that the ruling 
would be appealed. He declined 
further comment until after he 
had read the entire decision. 

Following are some of the high- 
lights in Judge Campbell’s deci- 
sion: 


e Woman's Day is not an “in- 
store” promotional device. Al- 
though customers buy the maga- 
zine in A&P stores, they do not 
read it until after they leave the 
store. Thus, the customer is not 
exposed to ads placed by food sup- 
pliers until she has left the store. 


e Ads appearing in the magazine 
have aided and benefitted the sale 
of advertised products in all stores 
that carry them. Because all gro- 
cers benefit, “such advertisements 
are inherently non-discrimina- 
tory.” 


|violation of anti-trust laws. 
The judge wrote that it was the 


intent of Congress that advertising | 


|payments are not unlawful under 
anti-trust laws where “advertising 
services are rendered as agreed 
and paid for and where the recipi- 
ent derives only an_ incidental 
benefit therefrom.” He pointed out 
that Woman’s Day’s advertising 
rates are comparable with com- 
peting magazines, and that adver- 
tisers receive full value for their 
| ads. 


s When the grocers filed suit in 
March, 1956, they asked injunc- 
tions restraining Hunt, General 
| Foods and Morton from advertis- 
|ing in Woman’s Day, and also tri- 
| ple damages amounting to a min- 
| imum of $3,000,000 (AA, March 
12, °56). 

An unusual aspect in the case 
developed last December when at- 
torneys for both sides reported to 
Judge Campbell that they had 
stipulated all the facts in the case, 
ithus avoiding weeks or even 
|months in court (AA, Dec. 10, 56). 

Stipulating an entire case is fairly 
rare in this state, and particularly 
|so in a case of this magnitude. + 


FCC Gets ‘Final’ 
Briefs in Toll TV 
| Testing Proposals 


WASHINGTON, July 25—The gold 
jrush into closed circuit toll tv 
_ became a central point of conten- 
|tion today as tv industry leaders 
,and sponsors of pay-tv systems 
\filed “final” briefs in reply to 
proposals from the Federal Com- 
| munications Commission for large- 


e “The plaintiffs do not publish | scale public testing of box-office 
or sell a store-distributed maga- | tv plans. 
zine and, thus, they are unable| Zenith, which has been the most 
and unequipped to render or fur-| outspoken of the three toll tv 
nish the services for which pay-j|sponsors, told the commission the 
ment would be made and for|jonly question now is whether 
which the defendant suppliers in| broadcasters are to participate in 
this case pay Woman’s Day,” the | toll tv, or whether the benefits 
judge wrote. jare to be “forfeited” to closed- 
“Being so unable to furnish | circuit operators, “who are under 
these services, plaintiffs have no|no legal duty to serve the mani- 
standing to complain about the! fold needs of the public.” 
defendant suppliers’ advertising in| Wetworks and others who have 
Woman's Day even if it were as-| been fighting toll tv told the com- 
sumed that these payments vi0-| mission comments submitted by 
lated the Act (Robinson-Pat-| the three box office sponsors show 
man),” he said. ‘that no one really wants a toll tv 
e Payments made by Hunt, Gen-| test. 
eral Foods and Morton to the bes 
magazine were for advertisements |C°™mission to plan a test on the 


of specific products and were not | basis of information in its hands | 


payments for the maintenance of|>efore the comments were re- 
the magazine itself. The ads were |@uested,” NBC said, “there is 
placed by agencies for the compa- | 2othing in the briefs that makes 
nies, and the same criteria were |'t amy more of a possibility now.” 
used in the selection of Woman’s 


“If it wasn’t possible for the | 


Day as for other media. 


e “The fact that the advertising 
payments of the three defendant 
suppliers are part of the total in- 
come of Woman’s Day does not 
make any defendant supplier re- 


}@ Zenith insisted it is ready to 
| participate in a test provided it is 
|allowed to operate in a sufficient 
| number of markets and to install 
equipment in an unlimited num- 
ber of homes for a _ sufficiently 
| long period. 


sponsible for the continued exist- 
ence of Woman’s Day,” Judge 
Campbell said. 

“In the sense that the payments 
for advertising by all advertisers 
in Woman’s Day might be said to 
help to ‘make possible’ the con- 


It told the commission that re- 


circuit tv force FCC to decide on 
whether the “benefit” of toll tv is 
to be used by broadcasters to ex- 
pand their service to the public, 


a 


IMITATES DISPLAY CARD--Comptone Co. Ltd., New York, 
has secured an injunction in federal district court 
against production or use of the second and third 
display cards shown here by Rayex Corp., on the 
ground that the two cards are “modified in only un- 


mes Ti on 
. 
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ae 


important respects” from the Comptone copyrighted 
card, shown at left. Leo Bernstein of Byrde, Richard 
& Pound, Comptone agency, says: “In more than 
25 years of agency operation we have never encoun- 
tered so flagrant a case of imitation.” 


Ruling Must Hit 


Competitors Too, 
Whitehall Asserts 


(Continued from Page 1) 
a subsidiary of Block Drug Co., 
Jersey City, indicated its interest 
in a voluntary settlement on ad- 
vertising for Omega Oil, and the 
commission has indefinitely post- 
poned hearings in this case. 


s The official reply filed by 
Whitehall with FTC this week 
said some competing manufactur- 
ers have been making even more 
far reaching claims than White- 
hall. 

“If respondent is compelled to 
cease making the advertising rep- 
resentations set forth in the com- 
plaint,” the reply said, “and such 
advertising is denied to it while 
its competitors are free to continue 
to utilize similar advertising rep- 
resentations and, in fact, to make 
greater claims for said competitive 
products, respondent’s products 
would be forced off the market. 

“In view of the fact that the 
proceedings and adjudications of 
the commission necessarily con- 
sume extensive periods of time,” 
the company argued, “the busi- 
ness of the respondent will suffer 
economic extinction unless the 
commission institutes proceedings 
against at least the major prod- 
ucts competitive with respondent’s 
said products. 


s “As a matter of simple fairness, 
| therefore, and to carry out the 
complainant’s [the commission’s] 
mandate to prevent unfair meth- 
ods of competition and aid the 
public interest, the proceedings 
under this complaint should be 
held in abeyance pending proceed- 
jings by the commission against all 
—— competitive products for 
external application held out for 


cent movements toward closed-|the relief of the pains of arthritis | 


and of rheumatism, backaches, 
| muscle aches and pains and sim- 
ilar pains.” 

Vincent A. Kleinfeld, attorney 


jilar orders were issued against 
competitors. 


|@ “In the Niehoff case,” Mr 
|Kleinfeld pointed out, “the court 
|noted 16 major competitors were 
free to continue using the dis- 
count plan which Neihoff was pro- 
‘hibited from using. 

| “The court recognized that if the 
order was applied to Neihoff at 
this time, the company would be 
destroyed during the lengthy in- 
terval while the commission was 
proceeding against its competi- 
tors.” 

While Whitehall was planning 
further legal moves to force the 
commission to consider the adver- 
tising problems of the pain reliever 
product group on an industrywide 
basis, Omega and Mentholatum Co. 
moved toward settlement. 
| Hearings on the complaint 
against Mentholatum already had 
| been temporarily suspended. Sam- 
|uel D. Magavern, president of the 
company, said he is hopeful that 
jan agreement can be reached on 


permissible advertising. 


|e A hearing on Omega Oil also 
|had been scheduled for July 1, but 
|it was suspended when the hear- 
|ing examiner became convinced 
|the company was interested in 
| considering a consent settlement. + 


Post Office’s Stans 
May Get Top Bureau 
of Budget Position 


(Continued from Page 1) 
President’s personal staff. 
Mr. Stans is currently vacation- 
ing abroad and is not due back 
here for two more weeks. How- 


| class should pay a rate 25% in ex- 
|cess of actual handling cost in or- 
|der to compensate for the pre- 


-|ferred service given this class of 


| mail. 


| Conversely, his proposals for 
|second class are based on a 50% 
leredit below fully apportioned 
cost, and third class, 25% below 
apportioned cost, in recognition of 
such intangibles as deferred hand- 
| ling, and the specialized pre-mail- 
ing sorts carried out by mailers. 


® Meanwhile, the House Tuesday 
overwhelmingly passed a_ postal 
pay bill adding over $300,000,000 
to the department’s costs, and the 
Senate post office committee was 
said to be preparing to put an 
identical bill on the Senate calen- 
dar for attention as soon as the 
civil rights debate ends. 

While there was some discussion 
of a combination pay and rate bill, 
administration forces appeared to 
be interested in confining the bill 
solely to pay, probably in the hope 
that a pay bill might be success- 
fully vetoed through an appeal to 
economy-minded senators. 

As it passed the House the bill 
commanded sufficient votes for 
approval over a Presidential veto. 
In the Senate, however, the mar- 
gin might be sufficiently narrow 
so that a veto could be sustained. 

Administration sources have es- 
timated that approval of a pay bill 
this year without an accompany- 
|ing rate bill would result in a 
|deficit of nearly $1 billion for 12 
| months ending next June 30. = 


WILFORD M. NEWMAN 
| Cuicaco, July 23—Wilford M. 
Newman, 62, retired newspaper 


| 


ever, congressional sources say he | advertising executive, died July 
has been selected for the budget 18 in Highland Park Hospital aft- 
post and will be nominated as/er a long illness. 

soon as the Senate acts on the Born in Milwaukee, Mr. New- 
nomination of the current deputy | man worked for the Milwaukee 
budget director, Arnold Jones, to|Journal for 12 years before join- 
the board of the Tennessee Valley | ing the Chicago American in 1922. 


Authority. 


\° During two years as deputy 
Postmaster General Mr. Stans had 


| moved vigorously to modernize the | 


| department’s 


management struc- 


tinued existence of Woman’s Day, 
such ‘fact’ is of no legal signifi- 
cance.” 


e A&P does not shift substantial 
portions of its advertising costs to 
food company advertisers. 


e Payments by the food companies 
for advertising in Woman’s Day 
do not constitute, either directly or 
indirectly, a discrimination in price 
in favor of A&P. A&P has neither 
induced nor received a direct or 
indirect price discrimination in 


| without even permitting subscrip- | customers. 


or left to private promoters, par-|for Whitehall, told Apvertisinc| ‘2%: Some of his most important 


ticularly the American Telephone | Ace his company will cite a recent | 2°UV!tY has been in the area of} 
& Telegraph Co., and the motion | decision —~y os seventh cireuit |Tate-making, where he introduced 
picture theater operators. ‘court of appeals, in Chicago, sus- a formula of differential pricing to 
“It is inconceivable to us,” Ze-| pending a cease and desist order | develop rates reflecting the actual 
nith said, “that the commission,| which FTC had issued against an|V@lue of service performed for | 

which has the duty of encourag-|auto parts manufacturer who had |©@ch class of mail. 
ing the use of broadcasting, would|been accused of allowing exces-| AS Deputy Postmaster General 
permit such a forfeiture to occur | sive discounts to some of his larger | Mr. Stans serves as “general man-| 
jager” of the department. Rate 


tion television to prove what it| that | bills currently before Congress re- 


While the court agreed 


can do to promote and improve the discounts had been granted,|flect computations based on his| 
the development of a nationwide it specified that the limitation on| differential pricing formula. His 
competitive television broadcast |the manufacturer, C. E. Niehoff,! proposal for a 4¢ rate for first 
,should not go into effect until sim- | class 


service.” = letters assumes that first 


| He served as manager of the news- 

paper’s Saturday home magazine 
|and comic pictorial from 1935 un- 
| til 1944. 

He joined the Hearst Advertis- 
ing Service in 1944 and served as 
Pictorial Review manager in Chi- 
cago until his retirement three 
years ago. He was a resident of 
suburban Highland Park. 


Hoechst to MacManus, John 
Hoechst Pharmaceuticals of 

Canada Ltd., Montreal, has ap- 

pointed MacManus, John & Ad- 


| ams of Canada Ltd., Toronto, to 


handle its advertising. Hoechst is 
a recently formed Canadian com- 
pany, owned jointly by Upjohn 
Co., Kalamazoo, and Farbwerke 
Hoechst, Frankfurt, Germany. 


Be Se Rolle RR, Se ae ar een hon See pe ea eh a em ERR Se i Le ae See. Mp gee ae es a Se = ans 3 a es ee nk ae ee, Le ie ot ee ee)” Pe: ee “ 
ial ee ck i ME ie ec ee ee ee ee 
Ee ee pees aaa gs br peti ae ig sie a pice EN SI i a ee eee : ieee ute Renae We eek. Cee Ba” eee 
AAS ECE ter ie i Wo) ie hea ee ee Se a 2 Cpe ee Ee a eae Peet Se Pe geen E aac he angie 29a ae > ae Ee Oe ee ee ewe ae Pere ore a eee a te ce <a pee 

‘ nee ee ee SET Sem ; ie Sea il sen ce PE ORR ae 3 PN ee a ee SSR Re re Sle ee Bo 3 nh ale lag RAS a ss, Laer 
Pe Sea ee tae « ee * ne g iin F a Bi ese ig hel aa = Penk 2 bil, PO a 
Sia : : alae 
ae ca ‘ 
ae: es Advertising Age, July 29, 1957 He 
Te ten fy i 
Pee hay 
gee eee - 
Baek f " a -m A clicn of ; trench AU ¢ . ’ 
ie 4 i fae ; 7 . . 
Bert -5 R* BA Franch ain =~ Tl > | 
AAs 3 4 ae be pol tom ¢ shined i z wd hey 
ne f + | Ji ' SUNGLASSES - af ean rae 
ees , gee panens mo | ley a 
Bee 6 ee = S SFasaee meee % eae if % 
sige : ron pe Oe “W « r Sie / Ae Fn Oe : 
2A ee ee Sean oo wr Gh ‘ one a. Speier. =e ea re: 
7 nae . " ea ff > pa ~ 
bee “ Ny er ‘an as Oe € : 
ay ; 
— 
ae = — ‘ 
= ow oor es 2s 
7 re aa < . 
iis 5 ee wR wey = 
ae = ‘1 . _ ' 
‘. pe — = # ote 
' ‘ : ; 
piav ie ch Perna : , ¥ *, 
Pe A ee ; Ea om Ko 
a 4 j al 
2S «tala ’ ; 
ema: | ; aay om ? ~ q a ; 
Bs a 
i nt oe ' 
ae ; 
or i: 
es 
oa ee 
(Sa ae 
2 Nan : 
at eee - - a — ——_——— — 
ag ; 
ane ge 
4 pia ti 
ae 
ee ee 
ee 
— : 
asst 
Sec, 
eas 
Nec Fase 
aah ae 
ye Sie a ms 
at ree es 
er ae 
ror i 
5 ee 
ree oe cen a 
Aa 
we ou 
eo. ey 
ia 3) elon 
ete 
ane 5 aes 
Pile Go st 
a Pa ees 
— 
ee ee 
a a ; 
isae ak 
ee 
aan 
te ae 
ee ee 
SO eee 
ae? 
Se ee ‘ 
ae 
bi oe a 
aes ce. 
ares, 
SSE 
| | 
are 
: cit ae 
: ae 
Preiss 
a i Me a ae en Bee Citi: : eg <a SP Re ie ea aR Mee eae eRe goa Mag * i ee ee aw. ae : 
en a es en ee Ay cs Eee Aght “ de eG, te ee are Oe ha ee oad 
ee ei, aaa > eae, a a ‘ 2 cha aa a ee Cea ee nae Ne ee ay i ee 
; 2 ee gee ees. CPOE sac), sees aed imberc nici. >, eae : Wore ere ee Dt et SRR eT ie Aaya are WE a RG nema t j =e on aid es gee ee 
4 pegs he cs attics ese i NS Oe ee MME oie eS ie SE ng tl Ne ah se - SI  ee an e aR rar een ca a eC I Pete Sis bees) ae : : atte Sele 


Fees oy 


we 


Tie pee 


Sol t«SS Se 


Advertising Age, July 29, 1957 


Roberts Group 
Buys Mutual 
for $575,000 


(Continued from Page 1) 
stations and 29 advertisers, names 
of Mr. Roberts’ financial backers 
were revealed for the first time. 
They were identified as Armand 
Hammer, industrialist and presi- 


dent of Occidental Petroleum 
Corp., Los Angeles, and Roy Rob- 
erts (no relation), CGjai, Cal., 


realtor and oil operator. 

Details of the financial arrange- 
ments between Messrs. Roberts 
and O’Neil were not spelled out 
but other sources had indicatec 
that whoever bought Mutua, 
would be taking over a sizable 
array of liabilities along with its 
assets. 

Since RKO did not sell its six 
radio and four tv stations and two 
flourishing regional am networks, 
the assets acquired add up to good 
will, sponsor commitments and af- 
filiation contracts. 

An exact accounting of the lia- 
bilities is harder to come by, but 
they reportedly include back pay- 
ments due RKO’s stations and 
sizable spot contracts owed to ad- 
vertisers. One of the sprawling 
network’s biggest operating ex- 
penses is AT&T line charges— 
more than $1,000,000 annually. 


® The sales agreement provides 
that RKO’s owned stations in 
New York, Boston, Memphis, San 
Francisco and Washington will 
continue as Mutual affiliates un- 
der the new ownership. The Yan- 
kee Network in New England and 
Don Lee on the West Coast also are 
to continue as “affiliates of Mu- 
tual,” according to the principals. 
Mutual, which started in 1934 
as a programming service hookup 
linking New York, Chicago, De- 
troit and Cincinnati, is the only 
major radio network owned by 
stations, rather than vice versa. 
The growth in stations con- 
tinued until 1953, by which time 
the MBS family encompassed 
nearly 600 operators, including 
many in very small cities. How- 
ever, the other phase of growth— 
returns at the cash register— 
reached a peak in the pre-tv year 
of 1946 when gross time sales to- 
taled nearly $26,000,000. When 
viewed on this basis, 1948 and 
1953—when the figure exceeded 
$23,000,000—were good years. But 


since 1953—by which time the 
General Tire & Rubber forces 
were in full control, with Tom 


O'Neil in the president’s chair— 
the sales curve has gone sharply 
downward. 


s Last year, when the network 
lost more than $1,000,000, accord- 
ing to the head of General Tire 
& Rubber, owner of RKO Tele- 
radio Pictures, Mutual grossed an 
estimated $10,000,000. This year 
for the first six months its gross 
time sales—and in network radio 
advertisers earn high discounts, it 
should be remembered—totaled 
$3,740,000. Religion is the net’s 
largest sponsor category. 

Mr. Roberts, who heads an fm 
station representative company 
that will be continued by his as- 
sociates, is not yet ready to in- 
dicate his future plans and poli- 
cies for the network, though the 
music, news and mystery barter 
formula will be continued. 

It also is too soon to say just 


LOOK UP 
Dudley 
is coming! 


You sent for me, 
Coach? 


Coach Freberg: 


Yes, Dudley. I've got Dudley 
@ skywriting job for is 
you... next Monday coming 
noon 


JULY 29 


Gosh, the big time 
Coach Freberg: 
That's nght—Monday 
at noon 

July 29 


MORE TEASERS—Ads like this are run- 

ning in New York papers to whet 

|the public’s appetite for Dudley’s 

skywriting—and eventually for 

Nucoa margarine, Best Foods 
hopes. 


‘Not Nucow’... 


Skywritten Goofs 
Highlight Nucoa 
Campaign in N.Y. 


New York, July 24—If anybody 
puts the whammy on whimsy for 
use in advertising, it’s likely to be 
Guild, Bascom & Bonfigli and Best 
Foods. 

Anyhow, next week New York is 
slated to be the scene of a lot of 
pure humor at work, all on behalf 
of Nucoa margarine. Imported 
gagmen are going to gag it up over 
Gotham, all for Nucoa’s sake. 

Here’s the plot: 


e There’s a comedian named Stan 
Freberg (you remember him, he 
made a record called “St. George 
& the Dragonet”’). In combina- 
tion with one Victor A. Dudley, 
described as a sign painter from 
North Hollywood, Cal., Mr. Fre- 
berg is involved in a week-long 
series of fiascos involving Mr. 
Dudley’s efforts to skywrite “Nu- 
coa” correctly. 


e Dudley is a skywriting amateur. 
On successive days he will write 
“NOOPS,” “NEWCO,” “NUCOV” 
and “NOOCO” before he triumphs 
on Friday, Aug. 2. 


e Between skywriting attempts, 
radio spots with Freberg will jazz 
up the promotion (on WCBS, 
WRCA, WMCA, WOR, WINS, 
WMGM, WABC, WNEW and 
WPAT), a frightening schedule of 
one-minute spots 50 times a day 
on the nine stations, or 282 spots 
in all. Besides, there is teaser 
newspaper advertising (57 ads) in 
the Journal-American, Mirror, 
News and World-Telegram & Sun. 
And a teaser page appeared in 
the July 27 New Yorker. 

About the funniest of the spots 
occurs after Dudley writes “NU- 
COV.” Freberg reproaches him, 
but is grateful because it wasn’t 


there’s a competitive product to 
Nucoa which rhymes with, uh, 
‘splutter.’ Now, this splutter is 
made from something that rhymes 
with ‘scream,’ which, in turn, 
comes from an animal that rhymes 
with, let us say, ‘scow.’” 


= In ten days the promotion is 
supposed to reach 15,000,000 peo- 
| ple, all with their heads craned 
|upward to see Dudley fail. Comes 
| cloudy weather, the Nucoa Sign 


“NUCOW.” He explains—“Look, | 


Last Minute News Flashes 


Slenderella Tests New Protein Bread 


Detroit, July 26—The new Slenderella protein bread, which is be- 
ing manufactured by General Baking Co., will be tested here next 
week. Advertising for the new product will start the following week, 
with radio spots and newspaper copy placed through Slenderella’s 
agency, Management Associates of Connecticut. The reducing salon 


licenses the use of its name for the product, but merchandising of the 
bread will be handled by General Baking, 


Chambers & Wiswell, R&R, Hold Merger Talks 


Boston, July 26—Chambers & Wiswell has had preliminary talks 
with Ruthrauff & Ryan, New York, with an eye to a possible stock 
exchange and merger. Both agencies have stated that negotiations were 
only “exploratory” and that no final determination has been made. 
Chambers & Wiswell currently is billing about $3,200,000. 


Jergens Expected to Name Cunningham & Walsh 
New York, July 26—Andrew Jergens Co, is expected to award its 
| advertising account to Cunningham & Walsh, although company offi- 
|cials cannot be reached for comment. Two top agency officials, exec 
| vp Robert R. Newell and senior vp John S. Williams, are in Cincin- 
nati today, presumably to work out final details. Billing some $4,000,- 


000, the account will be leaving the Robert W. Orr & Associates divi- 
sion of Fuller & Smith & Ross. 


Burns Will Succeed Stanley at ‘Mill & Factory’ 


New York, July 26—E. M. Stanley, publisher of Mill & Factory and 
a vp and director of Conover-Mast Publications, announced today that 
he will retire July 1, 1958, after 30 years of service with the company. 
Richard C. Burns, sales manager, will succeed Mr, Stanley as pub- 
lisher of Mill & Factory next July. Webster A. Young will succeed Mr. 


Burns as sales manager and Gerald Vosburgh will continue as assist- 
ant publisher. 


Stanford's Klass Joins Market Planning Corp. 


Pato ALTO, July 26—Dr. Bertrand Klass, manager of applied be- 
havioral sciences research at the Stanford Research Institute since 
1952, has resigned to join one of McCann-Erickson’s units, Market 


Planning Corp., New York. He will be director of the market research 
and development department. 


Shell of Canada Launches Super Shell 


Toronto, July 26—Shell Oil Co. of Canada Ltd. this week will 
launch its super premium gasoline, Super Shell, in three markets: 
Ontario, British Columbia and Quebec. Some 70 newspapers, in addi- 
tion to spot tv, radio and outdoor posters, will be used. Shell this 
month completed the introduction of Super Shell in its midwestern 
marketing area. J. Walter Thompson Co. is the agency. 


McKinney to Resign as Zenith Ad Manager 
Cuicaco, July 26—Charles McKinney, advertising manager of Zenith 


Radio Corp. for the past two years, will resign as soon as Zenith can 
replace him. He declined to tell AA what his plans are. 


Vick Sets Special Bath Ensemble Offers 

New York, July 26—Vick Chemical Co. early in September will of- 
fer for a limited time a specially priced Prince Matchabelli Abano 
bath ensemble in department and drug stores, featuring Abano bath 
oil and after-bath cologne. A similar special offer will be made late in 
August for Seaforth spiced minute shave along with spiced after shave 
lotion. Morse International is the agency. 


Stag Beer Appoints Weiss; Other Late News 
e Carling Brewing Co., Cleveland, has moved its Stag beer account 
from Erwin, Wasey & Co., Chicago, to Edward H. Weiss & Co., Chi- 


cago, effective Uct. 1. Stag, produced in Belleville, Ill., is marketed in 
seven midwestern states. 


| @ Raymond F. Eichmann has resigned as sales development manager 

of John Blair & Co., New York, to become director of sales develop- 
ment and research for ABC Radio. He is the second Blair official to 
| follow Robert Eastman, now ABC president and former Blair execu- 
tive, to the network, The first was Thomas C. Harrison, now vp in 
charge of sales at ABC. 


| @ Two of the tv networks—ABC and CBS—and the Television Bureau 
| of Advertising were steaming Friday over a front-page story in the 
| New York Times which termed the current selling season the “tough- 
| est” in ten years. Best year in our history, said CBS; network tv sales 
|are at an alltime high and newspaper linage is down 7%, said ABC, 
| which expects its billing to be up 30% over the 1956-57 levels. 


|e Efforts by the A. C. Nielsen Co. to persuade ABC Radio, New York, 

to change its mind about discontinuing the Nielsen Network Service 
| appear to have failed. It now seems definite that ABC will switch to a 
| new Pulse network rating service in January, a move that reportedly 
| will save the company about $100,000 a year (AA, July 8). 


e Magazine advertising revenues for the first half of 1957 reached a 
,record $377,700,000, according to the Magazine Advertising Bureau, 


_New York. In the comparable period last year magazines reported 
$353,500,000 in revenue. 


e Successful Farming, Des Moines, will raise its ad rates effective 
| with the February, ’58, issue to offset higher publishing costs. The 
|one-time b&w page rate will be boosted from $4,500 to $4,800. The 
| four-color one-time rate will go from $6,050 to $6,455. Circulation rate 


base will i 
how much of the current 63-man/|& Spell Society has cloudy thor af remain the same. 
Mutual staff will continue with ler radio spots on standby. 


the network under the new own- 
ership. John B. Poor, who took 


over the MBS presidency from |GBB, who will be remembered as/land, which recently terminated 
Mr. O’Neil in 1956, is also an RKO | the author—when he was at Bris- | its client-agency relationship with 
remain |acher, Wheeler & Staff (now Cun-| Richard H. Seller 


Teleradio vp and will 
with the company. He will be 
over-all supervisor of RKO’s sta- 
tions. + 


| 


the work of Howard Gossage, of 


jningham & Walsh, San Francisco) 
-—of the kangaroo contest for 


|Qantas Empire Airways. + 


The campaign is at least in part} White Stag Goes to Doyle Dane 


handle its women’s and girls’ 
sportswear divisions. Seller will 
jcomplete the fall campaigns for 
| the two divisions as well as a ski- 
Advertising, | wear campaign for fall and win- 
Portland (AA, July 15), has ap-|ter. E. A. Korchnoy Ltd., New 
pointed Doyle Dane Bernbach Inc.,| York, continues to handle the 
| New York and Los Angeles, to! White Stag menswear division. 


White Stag Mfg. Corp., Port- 


Pharmaceuticals 
Is Absorbing 
J.B. Williams 


(Continued from Page 1) 


\eals Inc. No immediate changes in 
present management are reported. 


The purchase price is believed 
to be around $5,400,000. C. T. Lip- 


\scomb Jr., president of Williams, 


told ApvEeRTISING AGE that the pur- 
chase, in negotiation for several 
months, is intended to give Wil- 
liams economies in advertising and 
distribution and to make more ad- 
vertising money available for Wil- 
liams. 

In a letter to stockholders, Mr. 
Lipscomb says that “our cash posi- 
tion is not such that the company 
can undertake the advertising pro- 
gram and other major expenses 
which seem indicated in the highly 
competitive market in which we 
operate.” 

In the 1956 annual report, Mr. 
Lipscomb reported “advertising, 
selling and promotion costs” of 
$3,389,491, compared with $3,303,- 
314 in 1955 and $2,632,276 in 1954. 
Mr. Lipscomb advised stockhold- 
ers that this year Williams was op- 
erating with the largest advertis- 
ing, merchandising and selling 
budget in its history. 


® 1956 sales for Williams and its 
Canadian subsidiary were $8,912,- 
723, compared with $8,828,455 the 
previous year. Non-consolidated 
sales brought the 1956 total to $11,- 
912,691, a whisper away from a 
$1,000,000 rise over 1955. 

The 1956 consolidated net in- 
come, however, was $192,931, com- 
pared with $253,164 in 1955. Mr. 
Lipscomb in his message explained, 
“Our net income was lower be- 
cause we invested part of current 
earnings in advertising, selling 
and organization development ex- 
penditures...”’ Among these was 
more than $75,000 in a repackaging 
program. 


® Parkson Advertising will open 
its doors Aug. 1, located on the 
ninth floor at 400 Park Ave. Its 
name is a created one, Messrs. 
Kletter and Bruck having previ- 
ously decided against using their 
names in the title. Many corporate 
and organizational details remain 
to be worked out, including a suc- 
cessor to the presidency at Kletter, 
and the future of that agency. 

Mr. Bruck told AA that besides 
Pharmaceuticals and “others,” he 
expects at least two accounts to 
move over from the old Franklin 
Bruck Advertising Corp., now 
known as Heineman, Kleinfeld, 
Shaw & Joseph. 


e Mr. Bruck declined to say 
whether J. B. Williams would be- 
come a client of Parkson Adver- 
tising, once the purchase by Phar- 
maceuticals takes place, but that 
was the feeling of some account 
people at J. Walter Thompson 
although Samuel Meek, Thompson 
vice-chairman, is on the board of 
directors of J. B. Williams. At 
DCS&S, no confirmation of this 
feeling could be found. 

Pharmaceuticals Inc. is more 
than 100 years younger than the 
company it is about to gobble up. 
Founded in 1935 as the Serutan 
Co., it is a family-held enterprise 
revealing little or no financial in- 
formation about its wide-spread 
activities. 

Sales are thought to be in the 
neighborhood of $30,000,000. Be- 
sides making proprietaries such as 
Geritol, R. D. X., Sominex, Zaru- 
min, Sedagel and others, at which 
it has been eminently successful, 
the company has interests in Life- 
time Living Inc., Journal of Living, 
a tv station and other companies. # 
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General Foods 
Ad Investment: 
$77,700,000 in ‘57 


(Continued from Page 2) 
new line will break in The New 


Yorker in August. Other magazines | 
will be used in September. Young 


& Rubicam is the agency. 


® The new line, Mr. Mortimer said, 
will include “the finest foods from 
the far corners of the world, as 
well as from the U. S. While we 


believe this will always be a small 
business,” he said, 


GF’s earnings. 


“A line of high quality foods 


such as this also will contribute to 
the corporate image we want to 
build for GF in the public mind. 
In this respect our objective is 
much like that of Ford with Thun- 


adventures of 


CHARLIE CHAN 


Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who've 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 56-2100 


“in time we 
expect it to contribute modestly to 


derbird, and of Corning with 
| Steuben Glass. 

“In addition, we are hopeful that 
the Gourmet line may now and) 
then enable us to uncover a new 
product suitable for mass distri- 
bution.” 

For the first quarter of fiscal 


$12,500,000—less than 3% 
the $12,800,000 reported for the 
first quarter of fiscal 57. 

Mr. Mortimer warned against 
predicating annual earnings on | 
quarterly reports, because the, 
corporation’s business is highly | 
diversified; some products are 
highly seasonal, and earnings are 
intluenced by the rise and fall of 
prices paid for raw materials and 
packaging. 

Mr. Mortimer noted that two- 
thirds of the corporation’s sales 
dollar is spent for raw materials 
and packaging. GF is also invest- 
ing heavily this year, he said, in 
new products and in promotions of 
new products. 

Using charts to illustrate his 
talk, Mr. Mortimer emphasized 
that disposable income per house- 
hold—that is, what’s left after 
taxes—has risen from $4,160 in 
1946 to $5,870 in 1956. The average 
household expenditure for food, he 
said, has risen in this period from 
$1,050 to $1,440 a year. 


s Commenting on the sales growth 
of convenience foods, he said that 
this has amounted to a gain of 19% 
from 1950 to 1955. “However,” he 
added, “when we selected 14 con- 
venience foods, ranging from baby 
foods and pre-packaged meats to 
soluble coffee, we found that they 
rolled up an 82% sales gain in the 
same five-year period.” 

The number of outlets through 
which GF products are distributed, 
he said, is declining. “The number 


declining. In 1939, about 112,000 
stores—about one-fourth of the 
grocery stores in the country—did 
70% of the total grocery business. 
It has been predicted that by 1960,” 
he said, “as few as 25,000 super- 
markets—or only 10% of grocery 
stores of all kinds—will handle the 
same 70% of the total grocery busi- 
ness. 

“In 1939, total retail grocery 
sales amounted to $10 billion. The 
prediction for 1960 is that this will 
by then be $55 billion.” 

Mr. Mortimer said that GF last 
year invested $29,000,000 in new 
plants and equipment. This year, 
he said, “our capital expenditure 
is running slightly higher.” About 
35% of the corporation’s sales last 
year, he said, came from new pro- 
ducts. 


® He predicted continued, but 
slower, growth of the soluble coffee 
business. “It is possible,” he said, 
“that soluble may one day pass) 


1958 (ended June 30) GF earned) 
below | 


| 
/ 
’ 
| 


of grocery stores has been rapidly | 
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TV ADVERTISER FALLS 
TO DELIVER ANYTHING 
BUT DUNNING NOTICES 
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CHEERS AA CAMPAIGN—The bulletin of the Better Business Bureau 
of Los Angeles gives Advertising Age a pat on the back for the 
“Advertising We Can Do Without” examples which have been run- 
ning in these pages. “This series is a service to the advertising 
trade in that it puts in the proper light some of the misleading 
advertising which is used daily to dupe the public,” the BBB says. 
Readers are invited to submit candidates for the “Advertising We 
Can Do Without” series whenever they may run across them. 


we do not expect coffee sales will | 
increase steadily for many years to 
come, Regular coffee is still the 
lion’s share of the coffee business.” 

Effective advertising was credit- 
ed by Mr. Mortimer for the sales 
increase of GF’s Instant Maxwell 
House coffee, which, he said, has 
grown at a faster rate than that 
of the industry as a whole. 

“Instant Maxwell House,” he 
said, “has been for some time the 
acknowledged sales leader in the 
instant coffee field. Furthermore, 
in -fiscal 1957, Instant Sanka 
achieved a rate of growth which | 
exceeded that of the soluble coffee 
field, and it now ranks among the 
top four brands in sales.” 

Mr. Mortimer repeated that “the 


Maxwell House brand is an out- 
standing example of a successful 
franchise developed through pro- 
duct quality and aggressive con- 
sumer advertising.” | 


| 


# In his closing remarks, Mr.| 
| Mortimer stressed that it was the 


be “actively unsatisfied with every 
GF product, in the firm belief that 
a better product can be developed, 
and equally unsatisfied with our 
methods, processes and practices, 
in the stubborn conviction that 
there is a better way to do prac- 
tically everything we are doing— 
if we are smart enough to work it 
out.” # 


Wallace, Smith Named VPs 

William Wallace Jr. has been 
appointed a vp of J. Walter 
Thompson Co. Ltd., Montreal. Mr. 
Wallace is account supervisor for 
Kraft Foods Ltd. and Fishery 
Products Ltd. C. Grove Smith, ac- 
count supervisor for Standard 
Brands Ltd. and Canadian Salt Co., 
also has been named a vp of JWT, 
Montreal, 


_Gumbinner Names Geisinger 


Thomas R. Geisinger, formerly 


|new products manager of Mennen 


Co., has joined Lawrence C. Gum- 
binner Advertising Agency, New 


regular coffee in popularity, but | philosophy of the management to York, as marketing supervisor. 


agers in South Bend 


94.3% youth readershi 


STORY, BROOKS & FINLEY, 


X-RAY OF SOUTH BEND TEEN-AGERS 


We “looked right through” the teen-agers in the 
South Bend-Mishawaka market—with a 1013-inter- 
view survey. The picture revealed: that the 8600 teen- 


and Mishawaka high schools 


have an annual purchasing power of $2,339,818.00; 


p of the South Bend Tribune; 


and that teen-agers here make most of their own buy- 
_— ing decisions. Write 


us for free copy of survey. 


SRS 
The South Bend, Ind. Morket: 
7 Counties, 1/2 Million People 


Frenklin DO. Schurz — Editor and Publisher 
REPRESENTATIVES 


INC. «+ NATIONAL 
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‘McGraw-Hill Reader 


Feedback Service Is 
Available to Others 


(Continued from Page 3) 
raising the level of editorial and 
advertising services. 

“Consequently, McGraw-Hill re- 
search, in a greater degree than 
any other investigating agency, has 
achieved rapport with important 
men in industry. This acceptance 
secures an entry with and a greater 
cooperation from executives. 

“The primary objective of Read- 
er Feedback,” Mr. Spurr said, “is to 
provide advertisers and agencies 
with more factual evidence to 
evaluate the effectiveness of their 
advertising campaigns. 


s “The service provides recogni- 
tion scores for each of 150 adver- 
tisements or editorial items in cur- 
rent issues of a publication—more 
if it is found necessary. 

“These scores are developed by 
personal interviews. Our resident 
field investigators go through the 
magazine page-by-page with 100 
subscribers asking, for each item, 
‘Did you read enough of this to 
get the main idea?’ 

“This basic question,” Mr. Spurr 
explained, “provides scores which 
allow the advertiser or agent (1) to 
compare the level of readership for 
each ad in his campaign, and (2) to 
compare the level of readership of 
his campaign with those of other 
campaigns featuring similar pro- 
ducts. 

“Feedback,” he said, “also gives 
the publisher and editor of the 
magazine yardsticks which allow 
them to judge the depth of reader- 
ship of the editorial content. This 
helps them to make changes. 

“Incidentally, you gain also with 
a more attentive audience for the 
advertising pages,” he pointed out, 
“because surveys show ad reader- 
ship may be correlated with read- 
ership of editorial pages... 


s “Our service also explores and 
reports in detail other areas vital 
to advertising,” Mr. Spurr said. 
“Broadly, these may be summed 
up as (1) buying influences for 
equipment, materials and services, 
(2) the ingredients of ‘best read’ 
ads, (3) open comments on both 
editorial and advertising pages. 
“After the reader traffic scores 
are secured for up to 150 items in 
the magazine,” Mr. Spurr contin- 
ued, “the reader is asked to select 
the one ad he liked best in the 
issue. Then penetration questions 
are asked about this ad to secure 
as fully as possible ‘feedback’ 
comments reflecting what im- 
pact and action resulted from 
reading the particular ad. 
“These comments, it has been 
found, help copywriters develop 
techniques for getting their mes- 
Sages more clearly understood.” 


@ On the cost of the service, Mr. 
Spurr said that it is done on a 
fixed fee basis. “The publisher 
pays the freight,” he said, “and 
distributes the reports as his needs 
require to advertisers and agen- 
cies. 

“A point that should be stressed,” 
he said, “is that the service is both 
editorial and advertising research 
at the same time. It is hard to com- 
pare our cost with that of others. 
It varies with requirements.” 

McGraw-Hill, Mr. Spurr said, “is 
not soliciting outside publications. 
But we are willing to consider 
servicing other publications if it 
is desired.” 


® Some of the McGraw-Hill pub- 
lications now using the Reader 
Feedback service have formerly 
used Readex, Starch or Mills- 
Shepard services. The decision on 
whether or not to continue with 
other services or to use Feedback, 
or both, Mr. Spurr said, is a matter 
for the individual publisher. # 
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Who'll Win? 


It’s possible that today’s carburetor designs have 
about run their natural course — what next? 
Pressurized carburetors? Mechanical fuel atomiza- 
tion? Or fuel injection? The considered opinion 
of most automotive engineers seems to favor fuel 
injection. And here the controversy begins. 
Fuel injection by itself is far from a new concept. 
Offie engines at Indianapolis have employed this 
principle for years. But to design and manufacture 
a fuel injection system consistent with the de- 
mands of economy both money-wise and mileage- 
wise for an American passenger car poses a num- 
ber of knotty problems. 
@ How rapidly will the changeover to injection 
occur? 
@ What are its implications to the motorist? 
@ Will fuel injection improve gasoline econ- 
omy? 
@ How will injection affect horsepower ? 
@ How much will fuel injection equipment 
cost? 
@ Will it be pulsating (timed) injection or 
continuous flow? 
And after these questions are answered, the Ameri- 
can manufacturer still finds the practical problem 
of “how to build a good injection system cheap.” 
As long ago as May 30, 1955, AUTOMOTIVE 
NEWS in its special engineering section carried a 
complete and authoritative article which spelled 
out in detail the problems, prospects and poten- 
tialities of fuel injection for the U. S. passenger 
car market. This is just another example of how 


The fight over fuel injection 


AUTOMOTIVE NEWS has been able, over the 
years, to keep its readers ahead of the fast- 
changing and highly competitive automotive in- 
dustry. 
To bring this news—each week while it still is 
news—to 44,000 paid subscribers* takes 14 experi- 
enced full-time editors and 106 field correspon- 
dents constantly in touch with manufacturers, 
dealers, regional representatives and service men. 
It’s hardly surprising then that in 32 years of 
blishing, AUTOMOTIVE NEWS has come to 
regarded by automotive men as their newspaper 
of the industry. 
Why not inquire about how AUTOMOTIVE 
NEWS has helped boost the sale of many other 
products, and may be able to do the same ‘or 
yours? Simply get in touch with your nearby 


The most influential publication in the automotive industry. 


The Newspaper of the Industry 
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Shown is an Electrojector set-up which replaces carburetor 
and controls engine by timed electrical signals. Developed 
by Bendix Aviation Corporation. 


AUTOMOTIVE NEWS representative and ask 
him to call, at your convenience, of course. He 
can show you how to take advantage of AUTO- 
MOTIVE NEWS’ big 2-market coverage .. . 
coverage of both automotive manufacturing execu- 
tives and the buying influences in 28,000 car 
dealerships. 
* 86% of AUTOMOTIVE NEWS’ readers annually re- 
new their subscriptions at the regular $8 rate. No pre- 


miums, cut rates or special inducements are ever 
offered. 


. * + 
NEW YORK: Edward Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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